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k. The Explanation is—new, methods. 








WANT AD MEDIUMS 


There are about fifty papers in the United States and 





Canada which advertise regularly in the Want-Ad 
Department of Printers’ Ink. The belief is very 
general, among those who know, that a large volume 
of Want Business is a popular vote forthe newspaper 
in which it appears. These fifty papers are anxious to 


proclaim to the out-of-town advertisers that they are 


leaders in the classified field. They regard Printers’ 


Ink as the best medium for the purpose. . That their 
belief is well founded is strikingly illustrated by the 
fact that most of them have been represented in the 
Want-Ad Department ever since it was started— 
nearly three years ago. 

Mr. Publisher, if you have the Want-Ad_ business 
of your town, or a fair share of it, your paper ought 
to be added to the fifty. If you have not the Classi- 
fied business, don’t ask for a position in this Department. 

The cost of service is $20.80 for a two-line an- 
nouncement for one year. [Each additional line costs 


twenty cents per insertion. 
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A MAN ON THE JOB. 


ASBURY PARK BEGAN TO GET RE- 
SULTS WITH ITS CITY ADVERTIS- 
ING APPROPRIATION WHEN IT 
GOT A MAN TO MANAGE THE 
EXPENDITURE—TWO SEASONS OF 
COMMITTEE MANAGEMENT, AND 
WHAT THEY TEACH—A COMPRE- 
HENSIVE DESCRIPTION’ OF PRES- 
ENT METHODS, AND WHAT THEY 
ARE DOING FOR THIS NORTH 
JERSEY RESORT. 


No coast resort along the 
Atlantic seaboard is conducting 
so active an advertising cam- 
paign this summer as Asbury 
Park, N. J. And _ probably no 
municipality in the United States 
is getting publicity and _ results 
more cheaply. 

Until three years ago the only 
advertising appropriations spent 
to attract visitors to this resort 
were those of the hotel-keepers. 
Each hotel man went according 
to his own idea in spending his 
individual allowance for public- 
ity. Ads were scattered through 
hundreds of mediums, much of 
the money got into poor ones, 
each hotel bid for business on its 
own hook, and little was said 
about the resort itself. By July 
of each year, under this plan, 
just in the height of the season, 
when advertising would count 
most, the hotel-keepers’ appro- 
priations were usually gone. 
Three years ago the City 
Council passed an_ ordinance 
under which $5,000 a year could 
be raised by taxation for the 
purpose of advertising Asbury 
Park, An advertising commit- 
tee was appointed by the Mayor 
to spend this monev, and it 
looked as though Asbury Park 
might at last get some advertis- 
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ing worth while. And so it did 
eventually—but not that summer. 
Nor the next. 

This Advertising Committee 
was put together with all the in- 
genuity of careful city fathers. 
There were five members. One 
was to be appointed from the 
Board of Trade, another from 
the’ Hotel-keepers’ Association, 
another from the City Council, 
a fourth from the Retail Mer- 
chants’ Association, and the fifth 
man at large. As it really work- 
ed out, however, the whole com- 
mittee was at large, Appoint- 
ments were made with great 
care, and each member selected 
was a business man. No better 
committee could have been as- 
sembled, in fact. But still it 
didn’t accomplish much, for the 
end that Asbury Park had in 
view isn’t committee work at all, 
and can’t be done that way. 

Of the $5,000 appropriation, 
$500 was set aside that first sum- 
mer for fireworks on the Fourth 
of July, and another $1,000 to 
finance the famous Asbury Park 
baby carnival in August. These 
were both sources of wide pub- 
licity, and perhaps the wisest 
expenditures the committee made. 
When the news got abroad that 
the committee had $3,500 left for 
newspaper and magazine adver- 
tising, the little city by the sea 
filled so full of advertising sol- 
icitors that it seemed to be en- 
tertaining a_ series of national 
conventions. The — committee, 
knowing little about copy or 
methods, permitted the solicitors 
to write advertisements. The 
solicitors undoubtedly did the 
best they could, and no blame 
attaches to them. But the ex- 
ceedingly scattered character of 
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the advertising that first summer 
may be imagined. And it was 
backed by no effective follow-up 
work. 

Next summer—1906—the com- 
mittee started early under the 
impression that it had learned a 
thing or two, and placed its 
whole appropriation in the hands 
of three advertising agencies. 
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most of it in one metropolitan 
medium of great prestige. Later 
developments with keyed ads 
have shown that this particular 
medium is about the worst that 
could have been selected. In. 
quiries were received that sum. 
mer. But the advertising com. 
mittee hadn’t even provide! a 
clerk to follow them up with a 
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ABSOLUTELY FREE FROM MOSQUITOES AND MALARIA 
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HREE - hundref hotels and boarding houses. Safest bathing beach in the world. 
walk. Three pretty lakes for canoeing and fishing. Largest beach front theatre on the coast. 
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World famous as the most picturesque resort in America. 


Exceptionally fine train service via Penrisylvania and the Jersey Central Railroads and steamers of the 


Two miles of board- 
Hun- 
Broad shaded avenues and many wooded parks, 


Eighty Miles from Philadelphia. 


HOTELS ARE: 


Hotel Columbia 
Senta i SR Mine ses: 
The Lafayette 
big na a 
Hotel West, End 


raade 300: 
Qrerioauing conan end waplanade, « 


| tae 


Hotel Brunswick 
Ei santa of exsiray attains Bae 
Hotel Bristol 
es 
The Fenimore 
— * ™Atfomas BOBLE 7 
t Inn 





North Asbarr’s sdlect Rotel tive. peek: 
ieTtapechy Fis: ~ERNJ. B. SMITH. 


Hotel Clarendon 


Metropolitan Hotel 
See 8 eet fee Cnaarion 


St. Charles-Gramercy. 
Tatas sohaeers + Met seat 


’ = Hotel Estelle 
Tress Sots seat 
The Willard 

by Sait oa 
Hotel Matthew 


ores; 140) sresen. 308 tet 
‘Oo. W. MATIREWS. 


“Hotel Stafford 
} —y Ky Lawe pana ag ow 


The Asbury Inn 
Stet? Sy teas ome a 


The. Leslie 


ea nA ce age Late, wear oem ont 


Tre blocks 
ave 





oom 


peas Roardwath cap, 00: 


The. Manhattan 


Hotel New York 


Foorth Ave... block from ques: €th sence; 
meesonabie ratte; Dookie, “WOOD & BEER. 


Hotel Lyndhurst 
Sox barton. Pe R. Se Se Ba 


. Hotel Albion 


Directly 08 the Beech; oprns "June 18: 
7 © D. Tor 


Hotel Ardsley 
oe as Dae ara 
The Knickerbocker 


Cems end Tb Ave; special carly exten te 
using Tyee 3. " SNobvoun, 


- The Buckingham Es 
cows Fee etl ret essone 
St. | Laurent 
ome lie 


cae 1. 





Ocean Hotel 
—_ sae aise te aTKING’ 8OXS. 
Sunset Halt 


White service: agens Juae 13: Slst seseow; 
op. 00. aD. W. ROCKAPELIER 


Hotel Marlborough 
|g fH, most completely OU testoh 
Edgemere Inn 


ot Goce from «evan backlet 
‘2. & RAINE & 80%, 


The Surf House, 


Pd. Ave, acpen block; cammeity. 180; bonatet 


The Yorkshire 


Fowth Ave. 


agth aces coran Mech; un, sagen capacty | 


Hotel W Pau as au Lac 


feventh Ave. wena 
Setrenege: boniet, wn! "Sgt LL. 


Hotel Aberdeen 


Ocege Block; 34 Ave. and 1 St. Oe 
‘out = warre 


«, The Clifton 
Peo sevice soosten “Se al 
- Hotel St. George 
fo we mney Buttaks. 
The Reynolds 
Bo'yies te wort RM MaRET MOLDS.” 
The M. nolia ‘ 


2s, renmgaliod with betas, ar 
taptiaded Boom. eau 


GENERAL INFORMATION AND BOOKLET OF RESORT AD- 
GRESS MFORMATION BUREAU, 609 MATTISON AVENUE 


/ evening @ianers ; booklet. 





Coleman House 


A whole equare 09 the ocean 
¥.B. Coxoven 


The Victoria 


Plaza Hotel 
pa wi aN ey nn 
“The Madison 
Facing seven ant park: cool reese s!eir; 
4. DODMaN, 

The Princeton 


Tyg Morte few weve: fate 08 
rc Bite” 


Hotel Touraine 
Menegraret of Prof. N. 4 JOLT. 


The Albemarle 


moteretet 
ietiyeae ad ates hany &’ecuoriEL” 


The Maryland 


Hotel St. James 


Soo rest from cevan.; open cl) pear, togertatiy 


The Babcock 
Sevicst"caveliee eoleoe ME Gaucort” 
The Russwin 
Teeter Be te ee Agee: capes 

The Wyandank 
m8'se are Stanw » bri 5 oe 
The Garland 


908 Gecond Are, coer beach ; 
Miso Sati 











{ — 
+ 





Two of these were local agencies 
—Wilson’s and King’s. These 
Asbury Park agents gave good 
service for the small portion of 
the appropriation they got. The 
rest went to an outside agent 
who, not being a resident of 
Asbury Park, was able to make 
finer promises. He got the lion’s 
share of the money, and spent 


letter, and they lay neglected as 
they came in. 

Right “here, ‘certainly, would 
have been a good place for 
Asbury Park to .quit its munici- 
pal advertising. The city stuck, 
however, and the Mayor had al- 
ready appointed his committee for 
1907, when H. E. Denegar came 
along and proceeded to give 

(Continued on pag: 5). 








)politan 
Later 
_ ads 
rticular 
st that 





ed as 


would 
for 
unici- 


PRINTERS’ INK. 








Some keen advertisers have found it 


good strategy to center their attack in 
one or two mediums, using other me- 
diums in a supplementary and much 


smaller way. 

The why and wherefore of this rea- 
soning will probably occur to most stu- 
dents of advertising. 

The point we wish to make is, that 
THE LApriES’ HoME JOURNAL has taken 
the brunt of the battle in more successful 
campaigns than any other publication in 
the world. Our magazine has not 
changed, except for the better, which 
forces the conclusion that it will continue 
to be the strongest force in the advertis- 
ing world. 


THE. CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEw York Boston CHICAGO BuFFALO 











6 PRINTERS’ INK. 


Asbury Park a business adminis- 
tration in. its publicity depart- 
ment. 

Denegar is so important that 
it is best to go into a little more 
ancient history and _ tell who 
he is: 

A slender, dark, nervous gen- 
tleman of the perniciously-active 
type, thirty-two years of age, H 
lc. Denegar has lived along the 
Jersey coast since boyhood, when 
his parents moved there from 
New York State. At thirteen, 
while celebrating the Fourth of 
July, he brought a bag of gun- 
powder and a lighted stick of 
punk into contact, and got re- 
sults that not only kept him in 
bed a year, and in the hands of 
the doctors three years more, but 
set him thinking of newspaper 
work. Then he became a report- 
er for the News, in Long 
Branch, N. J., and later adver- 
tising manager for the Record, 
in the same place. After thathe 


launched the Long Branch Press 
on his own account, and sold out 


in a year. Then he became press 
agent of Pleasure Bay, a trolley 
resort on the Shrewsbury River, 
and got up a balloon race be- 
tween two aeronauts in the belief 
that such an attraction would 
draw a crowd. It did. People 
came in such numbers that the 
trolley line broke down and was 
out of business two days, and it 
cost $10,000 to repair it. While 
it was being fixed, the owner of 
Pleasure Bay sent Denegar down 
to run the Asbury Park Journal, 
which was then his property, and 
for six years Denegar was its ad- 
vertising manager, city editor, 
etc. 

That brings his biography up 
to the spring of 1907, when 
Denegar fixed his eye on the ad- 


vertising appropriation of Asbury: 


Park and went before the com- 
mittee with proposals for taking 
charge of it. He showed that the 
first essential in advertising was 
to have a bureau to manage the 
expenditure, in charge of a man 
who would take care of results— 
a man on the job. And having 
made that clear he outlined his 
plans. When it was learned that 
Denegar was trying to make a 


job for himself in connection 
with the city’s advertising appro- 
priation, several other energetic 
young men started out to see if 
they couldn’t land that new job 
in competition with him. When 
they heard Denegar explain 
what he proposed to do, how- 
ever, these competitors all faded 
away. There was too much 
work attached to the new sine- 
cure. 

The story of what Denegar 
proposed to do is best told in 
what he is actually doing. For 
he got the job, and took off his 
coat, and went to work. before 
the snow was off the ground. 

First a little ground floor office 
on the main street was leased for 
a permanent Bureau of Public- 
ity. In this all the advertising 
activity of Asbury Park is cen- 
tered. Denegar is secretary of 
the Bureau, and Director of Pub- 
licity. From it all advertising is 
placed, with the aid of the Wil- 
son agency, all literature mailed, 
all inquiries answered. Out ofan 
allowance of $2,500 Denegar 
maintains this bureau, a steno- 
grapher, an assistant and him- 
self, and pays printing bills too. 
His own salary this year is $19 
a week, so that, in his way, as 
something in the line of honest 
public service, Denegar is un- 
doubtedly as notable a figure as 
Governor Hughes. This year’s 
work, though, is in the nature of 
a demonstration of what can be 
done with a little money in ad- 
vertising a resort like Asbury 
Park. 

The city has had, for several 
years, a committee whose work 
was to attract conventions. This 
Convention Committee met three 
or four times during the summer 
to transact business. Invitations 
were sent out to conventions 
when it met, and correspondence 
was answered every two or three 
months. If a convention was 
landed by this method, it was in 
the nature of an accident. 

Denegar got this committee to 
center its work in his bureau, 
and it still meets as formerly. 
But now, at éach meeting, he 
goes before it with a little 
schedule of things he wants it to 

(Continued on page 8). 
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Valuable Details for the 
Agricultural Advertiser. 


Specific Information 

Furnished by the Pierce 

Publications to All 
Applicants. 


The advertiser who applies to the 
PIERCE PUBLICATIONS 
for information as to the territory cov- 
ered by this great group of farm papers 
does not receive in reply empty boasts, 
claims stated in round numbers, or glit- 
tering generalities of any kind. He 
ee promptly, maps showing where the 
TIERCE PUBLICATIONS 
circulate, and detailed statzments of their circulations by States—the 
very information he needs in order to make intelligent preparations for 
an advertising campaign. 




















Back of these maps and detailed statements are the post-office 
receipts, white paper bills and subscription books which prove them. 


Any circulation claim made by th PIERCE PUBLICA- 
TIONS is made a part of your contract for advertising space, enforce- |. 
able in the courts. 


The PIERCE PUBLICATIONS are The Iowa 
Homestead (weekly), of Des Moines, Iowa, with a guaranteed 
circulation of 100,000; "The Farmer and Stockman (weekly), 
of Kansas City, Mo., with a guaranteed circulation of 56,000; The 
Wisconsin Farmer (weekly), of Madison, Wis., with a guaranteed 
circulation of 34,000; The Farm Gazette (monthly), of Des 
Moines, Iowa, with a guaranteed circulation of 60,000, and The 
Homemaker (monthly), of Des Moines, Iowa, with a guaranteed 
circulation of 120,000. 


The PIERCE WEEKLIES have a combined circulation 
of 190,000, covering the ten States of Iowa, Illinois, Wisconsin, Minne- 
sota, North and South Dakota, Nebraska, Missouri, Kansas and Okla- 
homa. Price of space in all three, 60 cents per agate line. 


Space in all five of the PIERCE PUBLICATIONS, with 
370,000 guaranteed circulation, only $1.00 a line, flat—the greatest 
bargain in agricultural advertising ever offered, 


THE PIERCE PUBLICATIONS, 


Central Office: Homestead Bldg., 
DES MOINES, IOWA. 
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pass and approve. 
rest. 

Every Tuesday, in New York 
City, the general passenger 
agents of big Eastern railroads 
meet to consider applications of 
national organizations for re- 
duced fares to their respective 
conventions. ‘These applications 
filter in through local ticket 
agents all over the country, so 
that whatever is happening in the 
way of a convention, large or 
small, can be known through the 
Trunk Line Association’s week- 
ly reports, which give name of 
association, its meeting date, 
place, number of members that 
will probably attend, etc. Each 
week the Asbury Park bureau 
takes this report and maily an 
invitation to such organizations 
as it can accommodate, urging 
that next year’s meeting be held 
in Asbury Park. There are about 
350 national conventions that 
Denegar keeps track of. The 
largest meetings, such as those 
of the G. A. R, Epworth 
League, Christian Endeavor So- 
ciety, etc., either require too 
large a guarantee or are beyond 
the resort’s hotel accommoda- 
tions. The Christian Endeavor- 
ers, for instance, demand a 
$40,000 guarantee. The largest 
convention ever entertained at 
Asbury Park was the National 
Educational Association, which 
brought 22,000 visitors. 

On the day an invitation goes 
out, a card record is established 
for that particular body. Char- 
acter of reply is noted on it, and 
date of meeting. A month be- 
fore the convention meets an- 
other invitation is sent, Invi- 
tations offera meeting place free, 
with service in arranging for 
hotel rates. Booklets and infor- 
mation about Asbury Park are 
also sent. When the organiza- 
tion names its next meeting place 
outside of Asbury it is noted on 
the record, and next year. the in- 
vitation is renewed. This will 
go on year after year until the 
body is finally attracted to As- 
bury Park. In addition to na- 
tional conventions there are many 
State organizations to be worked 
upon, as well as “territorial” 
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conventions—those that select a 
meeting place in one of a small 
group of States. Local - fraternal 
organizations are enlisted in co- 
operative work. Many of the 
summer residents are men of in- 
fluence in commercial organiza- 
tions, and are enlisted in attract- 
ing them. 

When an organization has 
selected Asbury Park for its con- 
vention, the bureau secures 
names of as many members of 
that Lody as possible. By writ- 
ing to the national secretary, for 
example, a list of State secretar- 
ies is secured, and by writing to 
the latter lists of members in 
each State. To these names, a 
month beforethe convention date, 
a booklet is sent in a special en- 
velope, with an invitation printed 
across the lower half: 


TAKE A WEEK OFF 


and have a good time at Asbury Park. The 
largest and best convention and exposition of 
the Master Painters’ and Decorators’ Associa- 
tion of New Jersey will be held July 9g to 13, 
Something doing every minute. For full par- 
ticulars see within. Asbury Park is the beauty 
spot of the North Jersey Coast. 


This special envelope contains 
not only a booklet, picturing and 
describing the resort, but a map, 
a list of hotels and _ boarding 
houses with rates, and an invita- 
tion to use the bureau as a help 
in finaing accommodations, 
handling baggage, getting infor- 
mation, etc. Such a batch of 
literature, coming a few weeks 
before a meeting in which the 
recipient is interested, has the 
direct usefulness that a Baedeker 
has for the man planning a trip 
to Europe. Consequently it is 
the finest sort of advertising for 
the town, whether the recipient 
comes or not. 

At the same time Denegar 
starts a news service for the class 
journals of that especial trade or 
organization. A programme of 
the convention is secured and 
made the basis of an article 
which also describes Asbury 
Park. This is mailed to class 
journals. ‘When the body meets, 
a full report of the proceedings 
day by day is sent to these jour- 
nals. When officers are elected, 
a report goes to the daily papers 
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in the city where each of the 
new officers lives. Tacked onto 
all this matter, of course, are 
references to the resort, and 
much of the latter is printed. In 
the work of mailing, local organ- 
izations are enlisted to get names, 
address envelopes, etc., thus con- 
serving the city’s rather slender 
appropriation. When a conven- 
tion meets in some nearby place, 
as. Philadelphia or New York, 
the local body of that organiza- 
tion is. stirred to send invitations 
to delegates, urging a side-trip to 
Asbury Park, Postage and print- 
ing is often paid for by such 
local organizations, or by the 
hotel men. 

Another. important body that 
was working alone before Dene- 
gar took it in was the Carnival 
Association. Every year, in 
August, Asbury Park holds a 
children’s carnival and parade 
that is unique, no other resort 
having made a success of any- 
thing like it. Last year more 
than 1,000 columns of newspaper 
publicity were secured for this 
event as news. Heretofore the 
publicity has been in charge of a 
press ccmmittee that was new 
each spring, and met infrequent- 
ly, and did not know where the 
important newspapers were half 
the time. This summer, however, 
a complete news service will 
cover the carnival free for all the 
newspapers. When a child is en- 
tered for this carnival, a short 
news report of about 100 words 
is sent to the newspapers where 
the contestant lives, accompanied 
by a press sheet of six articles 
about the resort, from which ed- 
itors can work up a “story” to 
suit their needs. On the day of 
the carnival a 500 word report 
will be sent out to these papers. 
About 300 prizes are given to 
children, and special reports will 
be sent to the papers wherever a 
prize-winner lives, telling how 
the contestant was dressed, etc., 
and describing the carnival. 
There is also a committee of 
thirty judges for the carnival, 
men and women selected for 
prominence, and to the home 
cities of each judge are sent 
other news reports. 
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A third organization that 
worked alone was the Asbury 
Park Hotel Men’s Association. 
Denegar took that in, too, and 
in co-operation with the land- 
lords is spending the $2,500 that 
the city is able to devote to paid 
advertising. Of course, this mod- 
est sum is greatly augmented by 
the individual advertising of 
hotel and boarding house pro- 
prietors. The latter gave the re- 
sort its only advertising for 
many years. But this summer 
these private appropriations are 
skilfully organized and merged 
with the city’s expenditure, so 
that the best possible showing is 
secured, Practically all the city’s 
money goes for headings over 
“block ads,” as they are called— 
announcements in which gener- 
ous space across several columns 
is taken to describe the resort, 


and under which the various 
hotels print three to ten line 
cards. Every hotel profiting by 


this arrangement is assessed, 
through the hotel men’s associa- 
tion, one dollar for each guest it 
can accommodate, one guest be- 
ing figured for each single room, 
and two guests for a double 
room. Some hotels have ac- 
commodations for, say, 300 
guests, but wish to gain prestige 
by advertising that they accom- 
modate 400. In that case they 
are assessed for the number for 
which their claim is made. Or- 
ganization not only gives these 
block ads large space, but per- 
mits attractive display. 

This campaign in co-operation 
with the hotel men begins in 
June and runs eight weeks 
through the busiest season. The 
large block ads are printed chief- 
ly in Saturday and Sunday edi- 
tions of prominent daily papers 
through the East, but a small 
card runs every day during the 
campaign. Another interesting 
novelty in the city’s newspaper 
advertising is the secondary 
campaign that began in April 
and ran through May, and which 
starts again in August, when the 
large advertising ceases, and con- 
tinues almost into October. The 
purpose of such advertising, 
early and late, is to extend the 
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resort season at each end, em- 
phasis being laid on the attrac- 
tions of Asbury Park in spring 
and fall. The city prints in cer- 
tain newspapers a_ single-column 
card equivalent to its heading 
over the block ads. This appears 
as regularly as a classified de- 
partment, and under it the hotel 
and boarding house proprietors 
may insert their own cards, thus 
getting an excellent showing for 
a small expenditure. This city 
heading also gives them _ the 
benefit of the  thirty-insertion 
rate, whereas under the go-as- 
you-please plan of former years 
most of their advertising went in 
at one-time rates, 

“In New York City we use the 
World, American, Herald, {rib- 
une, Sun, Evening Post, Globe, 
Times and Mail,’ said Mr. 
Denegar. “In Brooklyn we use 
the Eagle. The New York 
World leads in bringing replies, 
and the quantity and quality are 
equally good—it is an everyday 
matter to receive inquiries with 
the World key number from 
Canada and Florida in the same 
mail. The New York American 
is second best—there is little dif- 
ference between these two pa- 
pers. The Brooklyn Eagle is an 
excellent paper, but inquiries 
from the New York Herald have 
been disappointing. We also use 
the Jersey City Journal, Hobo- 
ken Observer, Elizabeth Journal, 
Newark News, Newark Sunday 
Call, Philadelphia Press, Inquir- 


er, Bulletin, Telegraph and 
Ledger, Baltimore Sun, Wash- 
ington Star, St. Louis Globe- 


Democrat, Chicago Record-Her- 
ald and Pittsburg Gazette, Post- 
Dispatch and Times. The Troy 
Times and Albany Evening Jour- 
nal are also on our list, and from 
time to time we take fliers—in 
August, for instance, when peo- 
ple are. beginning to tire of 
mountains and country, we go 
straight up the Hudson with a 
campaign that takes in every 
newspaper on both sides of the 
river. We seldom go into spe- 
cial resort editions, however, be- 
cause they carry too much com- 
petitive advertising, and the re- 
sort business is usually printed 


in a special section that many 
readers throw away.” 

In the effort to get the best 
showing for the money he has to 
spend, Denegar has devised a 
number of schemes: Indeed, he 
seems as resourceful in this as 
the average advertising solicitor, 
and meets the latter on his own 
ground. A specimen is his prop- 
osition to a newspaper to con- 
tribute a free heading of three to 
six inches clear across a page. 
lf that is done by the newspa- 
per, then Asbury Park pays fora 
heading of equal depth and 
breadth right below it, and the 
publicity director helps the pa- 
per’s solicitor in securing display 
cards of individual hotels suffi- 
cient to fill out the page. The 
result is a full page ad for the 
resort. 

Between 100 and 150 inquiries 
for information are now being 
received daily’ through newspa- 
per advertising. Denegar doesn’t 
let these letters accumulate. All 
ads are keyed, and replies come 
to the bureau. First a large 
booklet is mailed to the inquirer, 
with a map, a letter and a list of 
hotels with rates. Every day the 
names, addresses and a summary 
of each inquiry are made up into 
a mimeographed bulletin and 
sent to every hotel and boarding 
house. Proprietors of the latter 
are bound, by agreement, to write 
a personal letter to each inquirer 
that they attempt to attract to 
themselves, and to send _ their 
own booklets. If the hotel men 
don’t care to follow up these bul- 
letins they need not, of course. 
But if they do, they must do it 
right. 

Copies of this daily bulletin are 
also mailed regularly to the gen- 
eral passenger agents of the 
Jersey Central, Pennsylvania, 
New York Central and Baltimore 
& Ohio railroads. These officials 
immediately wire the name and 
address of each inquirer living 
on their lines to the ticket agent 
of the town he lives in, stating 
that he has been making inquir 
ies about Asbury Park, and the 
ticket agent calls on the inquirer, 
gives information, helps him 
select a route and sells him 
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tickets on the spot if he wants 
them. 

Denegar also runs a_ photo- 
graphic department in connection 
with his bureau. If not to be 
found at his office, it is fairly 
certain that he’ is out taking pic- 
tures. These photos are used to 
illustrate literature and adver- 
tisements, and he also furnishes 
pictures to the newspaper corre- 
spondents who send Asbury Park 
news to outside papers. More 
than 100 papers in the East cov- 
er Asbury Park, and Denegar has 
started a weekly bulletin for the 
benefit of the correspondents, 
helping them get the news. Some 
of his pictures have also been 
enlarged and sent to the James- 
town exposition, while with 
others he opened, in July, a spe- 
cial Asbury Park bureau in 
Pittsburg. 

There is a touch of civic riv- 
alry in this Pittsburg annex. 
Asbury Park is the second larg- 
est shore resort in Jersey. ‘The 
largest is Atlantic ,City. Nobody 
in Asbury Park, of course, has 
anything but the most respectful 
admiration and ardent good will 
for Atlantic City. But there is 
also an impression that people 
have been going to the latter re- 
sort so long that they have got 
tired of it, and may find Asbury 
Park a welcome _ variation. 
Especially Pittsburgers. Because 
of its riches, Pittsburg seems to 
be the happy hunting ground of 
every resort manager, general pas- 
senger agent and hotel proprietor. 
Asbury Park has leased an office 
in the center of the Smoky City, 
with an attendant. Atlantic City 
has for years enjoyed a special 
excursion rate of $10 from Pitts- 
burg, while Asbury Park’s rate 
has been $21. The publicity di- 
rector pointed out this discrim- 
ination to the passenger agents 
and promised that, if Asbury 
Park could have twelve excur- 
sions this summer, he would un- 
dertake to get business for them. 
They were granted, and the 
Pittsburg bureau is his way of 
keeping this agreement. It will 
have large beach pictures, hotel 
rates, literature, etc., and also a 
photo of every hotel and board- 
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ing house in the resort, so that 
an inquirer may see what sort of 
place he is to stop at. Thousands 
of souvenir  postals, inviting 
people to this office, will be mail- 
ed to names in Pittsburg and vi- 
cinity. It is maintained through 
July by a special appropriation of 
$200. Denegar says that if he 
had $10,000 to spend he would 
put some of it into more such 
branches, and another portion 
into traveling exhibits of Asbury 
Park pictures. 

Another feature of the bureau 
is its file of outside newspapers. 
No matter where you come 
from, provided it’s east of the 
Mississippi, the bureau, doubtless, 
has your home paper on file. A 
list of newspapers that can be 
consulted by visitors is posted in 
each hotcl and boarding house in 
Asbury Park. 

Then there is the census that 
Denegar took when he found 
Asbury Park being rated by the 
4,000 -population Uncle Sam _ al- 
lowed it in 1900. That rating 
kept the resort out of reference 
books all over the country, be- 
cause nothing under 5,000 is con- 
sidered anything. Denegar im- 
mediately took a census of his 
own, and made the population 
9,000, and is now corresponding 
with every editor, compiler, pub- 
lisher and owner of a reference 
book everywhere, with a deter- 
mination that Asbury Park shall 
get credit for the population it 
has to-day instead of seven years 
ago. 

Last. winter Denegar was just 
the city editor of the Asbury 
Park Journal. Now he is Direc- 
tor of Publicity, Secretary of the 
Publicity Bureau, Secretary of 
the Hotel Men’s Association, 
Secretary of the Carnival Asso- 
ciation, Secretary of the Con- 
vention Bureau, and Secretary of 
the Board of Trade. Six separ- 
ate and distinct titled jobs, and 
these are only the showier ones 
that he holds, for in between 
times he is city photographer, 
census-taker, official host, muni- 
cipal news gatherer. All for $19 
a week! ; 

The publicity movement in 
Asbury Park seems to be excep- 


be 
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tionally strong, and despite dis- 
advantages the town is on its 
¥-;- @ vecome something of na- 
tional importance as a resort. 
The publicity work has survived 
two seasons of mismanagement. 
The town itself is trying to out- 
live certain Puritan regulations 
laid down when it was a village, 
and will probably succeed. “But 
dey’s got to be a few mo’ funer- 
als yet, boss, an’ a big fyah,” is 
the way a darkey  cab-driver 
epitomizes the present situation. 

In its promotion work, how- 
ever, Asbury Park is to-day 
thoroughly alert, and amazingly 
advanced in methods. Its pub- 
licity bureau may well be studied 
as a model by other munigpali- 
ties. That bureau is Denegar, 
and if anything connected with 
this onward movement is self- 
evident, it is that Asbury Park 
ought to do something handsome 
by Denegar when he closes his 
“year of demonstration.” Dene- 
gar is just the type that hundreds 
of sales departments throughout 
this country would be glad to 
snap up at $19 a day. Asbury 
Park would better cherish and 
hang on to him. 

Jas. H. Coins. 
SS 


COMMERCIAL ART. 

Advertising art should not be Cor- 
reggio’s or Van Dyke’s or Turner’s 
art, but should have conception and 
finish that need no apology; should 
appeal to good taste and serve as a 
popular, primary education in artistic 
ways. The great business of advertis- 
ing has no right to degrade _ public 
taste, and it is better advertising to 
rise above than to fall below the com- 
mon appreciation.—Batten’s Wedge. 


A pusLicaTion that starts out with 
other motives than merely carrying ad- 
vertising is usually the most valuable 
for that purpose.—The Silent Partner. 











June in Chicago 


During the month of June, 1907, 
the average circulation of the daily 
edition of The Chicago Record- 
Herald 


Exceeded 152,592 


Or a Gain of More Than 14,000 
Copies Over June, 1906 

The Record-Herald is confident 
that it has a larger circulation than 
any other two-cent paper, morning 
or evening. 

It challenges an investigation if 
the assertion is questioned. 

In the same month the average 
circulation of the Sunday issue 


Exceeded 220,735 


Or a Gain of More Than 18,00C 
Copies Over June, 1906 








Chicago Record-Herald 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, 


Has the largest circulation cf any news- 
paper printed in the German language on 
8 no P 


Circulation 149,281 


RATE 35 CENTS. 

















much more remarkable. 





The first six months of this year show a gain in advertising for 


Che Des Moines Capital 


over the same six months of a year ago. Inasmuch as the newspapers gener- | 
ally in the large cities have shown a loss, the gain of the CAPITAL is that 
The CAPITAL is more than ever first in its field 
and the one medium for advertisers entering the State of Iowa. 
market does not suit you in Iowa, run some advertising in the CAPITAL. 
O’MARA & ORMSBEE, Brunswick Bldg., New York. 
Eastern Representatives { Pr MER WILSON, 87 Washington St, Chicago, 
LAFAYETTE YOUNG, Publisher. 


If your 


































qui 
lici 
che 
spit 
of 
que 
Pot 
vine 
ing 
hor 
wee 
seel 
ed 
in 
I 
Hes 
of 
out! 
ERS 
clus 
cen 
the 
Wo 
lic 
hike, 
in t 
way 
ing 
Nev 
of t 
Mr. 
carn 
with 
brow 
was 
spiri 
cam 
sout 
race 
brok 
not 
to tl 
had 
peop 
to a 
ment 
such 
New 
eres: 
that 
the 
city 
its n 
dene’ 
leadi 
influ 
ional 








pws- 
> on 





eee neal 
SS 



























THE SOUTH’S AWAKEN- 
ING. 





“The South is being gradually 
quickened by the spirit of pub- 
licity. And it is interesting and 
cheering to observe that this 
spirit seems to follow the growth 
of the national spirit. Beyond 
question, as the States below the 
Potomac emerge from the pro- 
vincialism of section they are see- 
ing farther and ever farther 
horizons of opportunity and 
wealth and power; and they are 
seeing, too, that publicity is need- 
ed to bring those horizons with- 
in reach.” 

It was in this way that Mr. 
Herbert S. Houston of the firm 
of Doubleday, Page & Company, 
outlined to a member of Print- 
ERS’ INK staff, some of the con- 
clusions he had formed on a re- 
cent trip through the South, for 


the Southern Number of the 
World’s Work. 
“This spirit,’ he continued, 


‘did not rise quickly, Phoenix- 
4ike, from the ashes of war, but 
in the most halting and faltering 
way—indeed, it is only now tak- 
ing visible and effective form. In 
New Orleans one of the officers 
of the old Canal-Louisiana Bank, 
Mr. Janvier, told me how the 
carnival spirit of Mardi-Gras, 
with its buoyancy and_ gaiety, 
brought people to the city, and 
was the beginning of the publicity 
spirit there. The people who 
came, as he put it, found that 
southerners were of the same 
race and country as themselves; 
broken in fortune, of course, but 
not in hope, and they bore back 
to the North news of what they 
had seen. This publicity turned 
people and capital to the South 
to aid in the industrial develop- 
ment which has now grown to 
such vast magnitude. To-day 
New Orleans has in the Pro- 
gressive Union an organization 
that is the very embodiment of 
the publicity spirit, serving the 
city in all manner of ways. In 
its membership, under the presi- 
dency of Albert Godchaux, a 
leading merchant, are the most 
influential business and profess- 


ional men in the city. . And paign in charge, and the work 
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whether it is giving.a dinner to 
President Finley, of the South- 
ern Railway, or conductings a 
tour of leading southern  busi- 
ness men to the Panama Canal, 
the Progressive Union is serving 
New Orleans in season and out 
of season. And what is true of 
New Orleans is true of every 
other city in the South, for in 
each one there is a similar or- 
ganization, usually bearing the 
name of Chamber of Commerce, 
Board of Trade or Manufactur- 
ers’ Association. But every one 
of them is a center and source of 
the publicity spirit, for its chief 
reason for being is to spread 
abroad information about the 
city it serves. 

“Of course, there is every de- 
gree of quality in the emethods 
employed, and some of them are 
but little better than the worst. 
But the hopeful point is that the 
South, through these organiza- 
tions, has both the publicity 
spirit and the means through 
which it may ‘have expression. 
As there are always some alert 
and progressive men in every or- 
ganization, responsive to good 
suggestions, methods are bound 
to improve. In the main, the 
booklets and printed matter sent 
out are not well done. In text 
they are apt to be too rhetorical 
and fulsome, and in typography 
and illustration they are far be- 
low the best standards. But 
again, they are a beginning, and 
I am sure a beginning in a chain 
of progressive excellence. 

“Tt was most interesting to find 
in Montgomery, the first capitol 
of the Confederacy, a strenuous 
spirit of publicity which was 
finding expression along good 
lines. Here the Commercial 
Club has organized a_ publicity 
campaign that is a model for any 
city, North or South. This cam- 
paign includes effective advertis- 
ing in magazines and newspapers 
and good follow-up booklets. 
One of the hopeful things about 
it is that both in initiation and 
in direction it has been wholly 
under southern guidance. St. 
Elmo Massengale of Atlanta is 
the agent who has had the cam- 
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that has been done measures up 
to the best modern standards, It 
is not surprising, therefore, that 
Montgomery is receiving large 
and tangible results from its ad- 
vertising, and it is planning to 
continue it on a larger scale than 
ever before. 

“Nashville, under the able di- 
rection of Armistead & Mac- 
Michael, is beginning a_ broad 
publicity campaign. In this staid 
old city are men who believe as 
thoroughly in the advertising that 
reaches all over the country as 
you will find any place. ‘Such 
men as John M. Gray, vice-pres- 
ident of the Gray-Dudley Hard- 
ware Company; Joel O. Cheek, 
who has begun advertising Max- 
well House Coffee, one of the 
products. of his firm; E. S. 
Shannon, secretary of the Board 
of Trade, and a number of 
others. 

“Richmond has also come ac- 
tively into publicity work under 
the direction of J. Aubrey Saun- 
ders, the head of the Richmond 
Advertising Agency. Here men 
like J. Stewart Bryan, publisher 
of the Times-Dispatch; H. W. 
Wood, of T. W. Wood & Son; 
E. C. Laird, president of the 
Southern Manufacturing Co.; 
W. S. Rhoads, a leading mer- 
chant, and other men who are 
the most progressive in the city 
are behind the movement. In 
Richmond, I was especially struck 
with the far-sighted judgment 
that was shown in mapping out 
the campaign. They got a prac- 
tical and informing booklet be- 
! fore they began their advertising, 
so the results from the advertis- 
ing could be effectively followed 


up. 
“Newport News has made a 


advertising, and 
Lyncl.burg has carried on a 
most interesting and _ success. 
ful cxperiment in a campaign 
designed to build up its own 
trade. Under the leadership 
of John W._ Craddock, a 
great shoe manufacturer and one 
of the most progressive business 
men in the South, the city began 
a large advertising campaign in 
southern dailies, pointing out 
to merchants the advantages of 


beginning in 
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buying in ‘Lynchburg. This in- 
tensive work of building up its 
own trade should be followed, 
of necessity, by more expansive 
work of telling the whole coun- 
try of the advantages of Lynch- 
burg, to the end of securing the 
people needed to take care of the 
trade and the industries of this 
fast-growing city. 

“Charlotte, the mill center of 
North Carolina, and Columbia, 
the mill center of South Caro- 
lina, have felt the stirrings of this 
publicity spirit, and both cities 
have the kind of men who look 
to far horizons for results, But 
it is invidious to single out spe- 
cial towns to be named, because 
every important city in the South 
has a trade organization and is 
getting interested in publicity of 
some form or another. Cities 
like Birmingham, Atlanta, Tampa, 
Pensacola, Jacksonville, and the 
strong industrial towns of North 
Carolina are looking away from 
the South for men and capital to 
bring irito the South, to aid them 
in developing their great re- 
sources and opportunities. Fora 
long time the South threshed 
over the same human straw; mill 
men took the employees of other 
mills; plantation owners went 
after tenants on other plantations 
—a practice which earned the ugly 
title of tenant stealing, At length 
the South awakened to the fact 
that a transfer of men from one 
mill to another, which left a 
crippled or idle mill, or a trans- 
fer of tenants from one planta- 
tion. to another, was not getting 
anywhere, but was an_ absolute 
brake on the wheels of progress. 
The result has been a reaching 
out by every community for men 
and capital outside the South. 
Immigration associations have 
been formed. The various States 
have made appropriations to aid 
in immigration getting. |The 
Georgia Immigration Association 
has had Governor-elect Hoke 
Smith and Guaby Jordan, of the 
great Phoenix and Eagle Mills 
at Columbus, abroad in the inter- 
ests of immigration, and E. J. 
Watson, the State Immigration 
Commissioner of South Carolina, 
and P, H. Gadsen, of Charles- 
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ADVERTISE _ 
IN THE SOUTH. 


CONVINCE THE SOUTHERN BUYER. 


_ More than 25,000,000 consumers are ready to be con- 
vinced of the merits of your article. Their average per 
capita wealth increased during 1906 more than $1,000 at 
a total increase of $2,664,500,000. 

Here you have the field and the psychological 
moment for establishing your trade:mark — for 
convincing the buyers. 

We are advantageously located and especially prepared 
= give you every assistance in convincing the P rdas <sen 

uyer. 

We know the mediums that reach all classes of people 
—we know what the people can and do spend—in short, we 
understand the Southern situation. 


A letter will bring more facts, and our Eastern repre- 
sentative, who will explain the Southern situation to YOU. 


RICHMOND ADVERTISING AGENCY, 


(INCORPORATED), 
Mutual Building, | RICHMOND, VA. 











ton, have been abroad represent- associations are made, thus bind- 
ing the States farther north. The ing the cities and the States in a 
Southern Immigration Asso@fe"uinted effort for immigration. 

tion, in which are represéfited a “As these States and cities 
number of southern States, has reach out for people and for 
as its president Ex-Governor capital they are fast coming to 
Heyward, of South Carolina, an see that the magazines of nation- 
able and far-seeing man, who al circulation and the newspapers 
realizes that the South must have are the best means of reaching 
hundreds of thousands of people the millions of people outside of 
and millions of dollars of capital, the South and telling them what 
from outside its borders, in order the South is doing and what op- 
to adequately develop its re- portunities it offers. In abso- 
sources. The Georgia Immigra- lutely no other way can _ the 
tion Association, of which John South meet this pressing immi- 
A. Betjeman is the executive gration problem so effectively or 
officer, canvasses each communi- so economically as by such a 
ty in the State and learns just broad appeal to-the people of the 
how many men are needed in the whole country. The trade organ- 
factories and on the farms, and izations in the cities and the im- 
thus in the most direct way seeks migration organizations in the 
to put labor where labor is need- States give just the right ma- 
ed. These immigration associa- chinery for handling wisely the 
tions, which are the latest devel- results of a national publicity 


opment of the publicity spirit, are campaign. 


all committed to the most ex- “In a few cities, an outside 
pansive general work. As a rule press agent has been employed to 
the chambers of commerce in the get free publicity for the city. As 
various cities are the units out editors everywhere are coming to 
of which the State immigration be more alert to the efforts of 
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publicity promoters, I do not be- 
lieve that this example will be 
widely followed. ‘The striking ar- 
ticles in Collier's Weekly on 
‘Tainted News’ are spreading 
abroad valuable information in 
regard to this paid publicity work. 
I do not go so far as to discredit 
this whole business, because I know 
there are in it men of capacity, 
but I do not believe it can grow 
because, in my judgment, it is on 
a wrong basis. It is trying to 
serve two masters—the city 
which pays for the advertising as 
advertising, and the editor who 
pays for the advertising as news. 
A well-known editor pointed out 
to me recently that the very fact 
that a publicity agent was paid 
for the matter he sought to have 
printed as advertising, establish- 
ed a clear presumption against it, 
and he declined all of it on prin- 
ciple. Within a week an officer 
of a. great corporation, that has 
been widely heralded as a client 
of~a free publicity agency, said to 
me he wondered how long his 
company would continue to pay 
for something that it was not 
getting; for, as he bluntly put it, 
the goods were not being de- 
livered. Every one knows the 
utter fiasco of the publicity work 
paid for by the railroads to de- 
feat the Hepburn rate bill. 
“Southern cities, I believe, 
will depend on their own news- 
paper men, versatile and capa- 
ble writers, to tell the human 
interest stories about the South 
which nothern editors will con- 
tinue to buy eagerly, as they have 
been doing for years. And as 
for the advertising of their speci- 
fic commericial and industrial ad- 
vantages, that will be bought and 
paid for in the magazines and 
dailies that print it. In a word, 
the South is beginning its pub- 
licity, and will continue it, in the 
ways that have been sanctioned 
by custom and endorsed by the 
successful experience of the 
whole business world.” 
—_+or—————- 


Tue advertising proposition which 
contains a “joker” which operates at 
the expense of the public, ultimately 
turns the joke on the man who fathers 
it—The Mahin Messenger. 


TRUTH IN ADVERTISING. 

No one is more firmly convinced of 
the expediency of truth in advertising 
than the large advertiser. He _ real- 
izes that just as in social life a man 
who tells lies is quickly found out, 
and forever after discredited, so in 
commerce no business can be main- 
tained without public confidence, to 
ain which truth is essential. The 
ying advertisement may pay the man 
who uses it once or twice, but not the 
man who uses it constantly. We notice 
that Mr. A. W. Gamage in a speech 
to the shareholders in his company 
said that “whilst honest and _straight- 
forward advertising brings increased 
business, misleading advertisements do 
the contrary.”” One of several adver- 
tisers who have written to a newspa- 
per which published Mr. Gamage’s 
speech associating themselves with his 
views, suggested that “the newspapers 
should keep a censorship on the un- 
scrupulous and misleading statements 
made in advertisements. . .. .” 

The suggestion is not a new one; in- 
deed it was adopted many years ago by 
many, we may say most, _ reputable 
journals. It is not, as some argue, to 
the credit of newspapers that they re- 
fuse to insert fraudulent advertise- 
ments, because it is, as a matter of 
fact, to their material advantage. 
Newspaper owners, quite as well as 
advertisers, know that the value of 
newspapers as advertising media lies 
chiefly in the fact that they (the 
newspapers) wield an influence over 
the minds of their readers as no other 
social institution does, and therefore 
they are not going to allow this in- 
fluence to be dissipated by the pub- 
lication of obviously fraudulent or 
misleading advertisements, Surely 
there could be no keener censorship 
than that provoked by self-interest.— 
Advertising World, London, 


+++ 


SUMMER DULLNESS. 


Naturally trade during the summer 
months is somewhat depressed, as the 
warm weather has a tendency to re- 
duce vitality. But, as a matter of 
fact, have we not fallen into the habit 
of saying trade is dull in the summer 
weather, and consequently slow up in 
our efforts, thus aiding materially the 
dullness? Why not turn about and 
change the business tactics a trifle, 
and instil salesmen with the idea that 
there should be no slowing up in sum- 
mer, that all energies should be bent 
toward increasing the business when 
the usual period of alleged stagnancy 
comes around.—Talking Machine World. 


me 


ON BLOWING YOUR OWN HORN. 


If F bee! goods are made of the best 
and finest and most carefully selected 
materials, made by the highest skill, 
with most complete facilities, in the 
most exacting way, then get into the 
open and declare it boldly, and -chal- 
lenge the world, and claim your place 
at the head of the ‘column. Nobod 
will give you the place if you don’t 
claim it.—Batten’s Wedge. 
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HOW TO ADVERTISE A 
TOWN. 





Hazleton is a. bustling little 
burg in the mining fields of 
Pennsylvania. But Hazleton, like 
many other thrifty: little -munici- 
palities, 
ed zeal. -Its prominent’ citizens 
have been too busy. making 
money -to ‘make publicity for the 
town. _ All. hands ‘now realize it’s 
time to give the town a boom. 
How? ‘That set the wisest of 
‘em guessing. 

Recently. the business men or- 
ganized a. Board of Trade. On 
the day of its inception, its com- 
mittée on policy called on 
Thomas Martindale, of Philadel- 
phia, to set. the ball . a-rollin’. 
Mr. Martindale is a sort of. walk- 
ing delegate for the famous 
Trades League of Philadelphia. 
He enthused Hazletonians as they 


never. were enthused before. The 
boom worked—is_ working still. 
Hazleton has set a pace that’s 


worth the watching. Said he: 
“You want to advertise your 
town. and keep on advertising. 
Get out booklets and pamphlets. 
Illustrate them with good pic- 
tures. Show « outsiders what.*a 
pretty . place Hazleton is;° and 
how healthy—why. it’s a good 
place in which to live—to make 
a home. Don't waste your en- 
thusiasm in noise—put . it in 
printers’ ink, Print. only the good 
things of Hazleton. Insist that 
all. your business interests do the 
same. In particular, circularize 
the possibilities - of . Hazleton. 
Show manufacturers by maps and 
plans where they can convenient- 
ly and economically put up mills 
and _ factories; ‘where they can 
get fuel and water, and compe- 
tent help; how. they can speedily 


get their raw and finished prod- 
ucts in and out of town. . Show 
the railroad possibilities. Chart 
your streets, too. Tell small 
merchants where to. locate. .Coax 


them from other towns that don’t 
treat them right. Encourage col- 
lege men.to come to Hazleton— 
especially doctors, dentists, law- 
yers and engineers. Don’t stand 
pat on anything. Get all you can 
for Hazleton, and more. You 


is a victim of misdirect- ' 
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If you have acatalogue 
to -prepare THE IM- 
PRINT may offer prac- 
tical suggestions. 

It is a magazine. that 
reflects a century of 
printing capability. <A 
glance .at its contents 
will tell why, 

The current issue may 
be had by sending a two- 
cent stamp to cover post- 
age. 


American Bank Note 
Company 
86 Trinity Place, New York 








won't: be crowded out. The 
crowders will stimulate business. 
They'll help, not hinder, See 
that. your builders put up more 
homes. 

“Patronize your local newspa- 
pers....I was shocked to see in 
this morning's editions, only four 
columns of local advertising 
against -forty columns from the 
outside. This is. bad. Bad ‘for 
you. and bad _ for. the ‘town. 
Don't’ you know that _a- town. is 
often judged by its. press? ‘Poor 
papers, poor town,’. sums up. the 
critic. . But don't blame the pub- 
lisher. I overheard a local mer- 
chant say, ‘Our papers contain too 
much. politics.’ That’s your’ fault. 
Crowd out his old politics with 


good ads. Bulge’ out the col- 
umns of your. papers with cards 
on .your. stores and ‘ factories. 
Stimulate a_ lively. competition 
for the preference of‘ positions 
for. your ads. That’s how .to 
relegate. politics to . the | rear. 


Plenty of town-advertising is a 
club that keeps the publisher 
straight.”—Jreland Service. 
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THE SIX-POINT LEAGUE. 


FIRST ORGANIZATION OF SPECIAL 
AGENTS FOR PROMOTION OF 
NEWSPAPER ADVERTISING — A 
BUSINESS LEAGUE, PRIMARILY, 
BUT ONE THAT WILL GIVE AT- 
TENTION TO THE SOCIAL _ SIDE, 
TOO, 








The rather brief notices pub- 
lished concerning the organiza- 
tion of a club among New York 
special agents, June 25, failed te 
give a broad outline of this new 
body. In most quarters it was 
assumed to be merely another 
social club of advertising men on 
the lines of many existing or- 
ganizations. As a matter of fact, 
however, the new  Six-Point 
League has business ends in view, 
and means to bring together the 
special agents of New York City 
for the general promotion of 
newspaper advertising. 

The Quoin Club, organized 
among advertising managers of 
the leading magazines, has for 
several years been an aggressive 
force in publicity matters, main- 
taining rates, safeguarding the 
agent’s commission and carrying 
on a broad propaganda for maga- 
zine advertising. 

The Six-Point League aims to 
be, in the newspaper advertising 
field, what the Quoin Club is to 
the magazines. It will have a 
social side, and perhaps a_ big 
annual dinner like that of the 
older organization. During Aug- 
ust an outing of some nature is 
to be taken by members for the 
purpose of welding the organiza- 
‘on. But it is-in no sense a 
dinner club. 

Insofar as action on fates, 
commissions, recognition of 
agents, etc., is concerned, the 
new body necessarily differs 
widely from the Quoin Club. 
The latter is made up of men 
who control the advertising pol- 
icies of their publications. The 
newspaper special agents, how- 


ever, have no such control over 
their publications. The 500 daily 
papers they represent in New 
York are widely different from 
one another as to policy, and the 
situation is obviously a complex 
one. For that reason such mat- 
ters stand outside the sphere of 
the new League though in time 
much good will probably result 
in securing uniformity of policy 
on certain points, 

New York City now has more 
than sixty special agencies, rep- 
resenting daily papers in all parts 
of the country, and~ more than 
500 newspapers are thus repre- 
sented in the metropolis. Some 
of the largest daily papers re- 
ceive from $50,000 to $100,000 
individually each year in revenue 
from their New York special 
agents, while all get some  busi- 
ness. The grand aggregate of 
advertising secured through these 
special representatives must be 
$5,000,000 at the lowest, and per- 
haps more nearly $10,000,000. 
Where the magazines have 
worked as a unit, however, the 
special agents representing news- 
papers have been scattered, and 
sometimes antagonistic to one 
another. 

The new _ organization aims 
first of all to merge the specials 
in carrying out certain meas- 
ures for the good of news- 
paper advertising generally. <A 
systematic propaganda for the 
daily newspaper as a medium 
will be launched. The gen- 
eral agencies have in some 
cases been inclined to regard the 
special agent with distrust. For 
the special agent, when he is an 
able one, maintains active solicit- 
ing operations among advertis- 
ers. He is careful to preserve 
impartiality in this soliciting, 
and endeavors only to- get a share 
of an advertiser's business for 
his own mediums, But very often 
it has appeared to the general 
agency as though the special 
agency might in time supplant or 
nullify its work. he new or- 
ganization will draw a line more 
sharply between _ the special’s 
field and the general agent’s, and 
overcome this distrust where it 
exists. 

Not all general agencies have 
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it. Many are glad to take ad- 
vantage of the specials’ aid in 
soliciting, and the latter have 


been at some disadvantage in be- 
ing. unorganized. A prominent 
general agent, for example, wrote 
immediately after the Six-Point 
League was founded, and asked 
its aid in working upon a dozen 
prospective advertisers that he 
has been soliciting the past year. 


Most of these prospects . have 
propositions that are suited to 
daily newspaper publicity, They 
are at a point in their plans 


where they seek facts and meth- 
ods. Were they a dozen adver- 
tisers with propositions suited to 
the magazines, this agent could 
have notified the Quoin Club at 
any time the past few years, and 
the latter body would have seen 
that competent magazine men, 
well posted on mediums and 
methods, called on each’ prospect 
to give counsel and assistance. 
The new _ Six-Point League 
will act on the same plan on be- 
half of newspaper advertising. It 
was organized not with the idea 
that business could be diverted 
from the magazines by thus em- 
phasizing the daily paper's 
claims, but rather with the 
knowledge that magazine and 
newspaper advertising are each 
different in character; that what 
is suited to one medium may not 
be suited to another; that growth 
in magazine advertising has been 
largely due to good team-work 
on the part of magazine repre- 
sentatives, whereas the newspa- 
per specials have been scattered, 
and working along diverse lines, 
and it has been difficult to get 
them together for good team- 
work simply because there was 
no organization to bind them or 
anybody to take the initiative. 
No action of the League binds 
individual members, nor can the 
League originate or further any 
step that will be detrimental to 
the interests of any member as 
an individual. Obligations of 
membership are simple, consist- 
ing of little more than prompt 
payment of dues, and loyalty to 
the objects of the organization. 
Annual dues are $10, and there 
is to be an annual meeting every 
June. The real business end of the 


19 


League promises to center in the 
Executive Committee, which, will 
hold frequent meetings and take 
steps to extend a knowledge of 
the newspaper as a medium. 
For instance, there is already a 
cash surplus on hand. With this 
the Executive Committee will 
prepare and publish this fall, data 
concerning notable campaigns of 
advertising in daily newspapers, 
showing methods, etc. A_ mail- 
ing list of several thousand gen- 
eral advertisers has been pre- 
pared, and this data will be sent 
regularly to them, while the or- 


ganization aims to become a 
recognized center for informa- 
tion about newspaper advertis- 
ing. 


The personnel of the League is 
as follows: 


President—S. C. Williams; Vice-president 
—Fred I. Thompson; Treasurer—T. FE, 
Conklin; Secretary —Dan A. Carroll, Tribune 
Building, New York. 

Board of Directors—A. M. Knox, J. T. 
Beckwith, John E, O’Mara, I. J. Benjamin, 
F. St. J. Richards, Charles Seested, James I, 
Antisdell, 

Charter members—Bright & Verree, Hand, 
Knox & Cone, Chas. Seested, J. P. McKin- 
ney, Smith & eon iag Paul Block, Vree- 
land-Benjamin Agency, W. J. Morton, EA. 
Berdan, J. F. Antisdell, S.C. Beckwith 
Agency, H. W. King, O’Mara & Ormsbee, R. 
R. Mulligan, Williams & Lawrence, Robert 
Tomes, Dan A. Carroll, F. A. Westfall, L. 
H. Crall Co., F. St. J. Richards, a A Shan- 
non, D. Peyton Bevans, Frank R. ae 
Payne & Young, Jos. C. Wilberding, M. C. 
Watson, Julius Mathews, Frederick M. 
Krugler, Louis Kleban, E. Katz, S. C. 
Stevens, John B. Woodward, C. J. Billson, 
Geo. Alcorn. 

——~>—_—_ 

No MAN has any business having 
more business than he can attend to.— 
Burba’s Barbs. 
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A Roll of Honor 





© amount of money can buy a place in this list for a paper not having the 


Neo 
requisite qualification. 


from publishers who, accord- 





Advertisements under th 
ing to tho 1 


906 issue of Rowell’s “american Newspaper Directory. have submitted tor 


auly signed and datea, 





that edition of the Directory a 


cir 
also from publishers who for some reason failed to obtain a figure rating in the 196 


Directory, but have since supplied a detailed circulation statement as descri 


above, 


covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figuresin the RoLL or Honor of the last named character are marked with an (> ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessin 

it. No publisher who has any doubt that the absolute accuracy of his circulation 

statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the fpoushs of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


Journal, dy. Aver. 1906, 9,844. 
ome newspaper of its city. 


ARIZONA. 


Pheentz. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


Montgomery, 
The afternoon 


ARKANSAS. 


Fort Smith, Times. Kvening (except Sat.) rae 
Sunday morning. Daily averaye 1906, 4,228. 


CALIFORNIA. 

Oakland, Herald. Average 1906, 
19,667: "June 1907, 28,066. Only Cali- 
Sornia daily circulation guaranteed by 
Rowell’s Directory. 


8 Froncioce. Sunset By monthly; 
literary; 192 to 224 pages, 5x8. Average circula- 
tion seven months Gee Be "July. 1907, 91,428. 
Home Offices, Flood Buil 


COLORADO. 


nee is—all ‘supplied byte Want’ columnsor the 
Denver Post. Cir.—Dy. 62,080, Sunday 85,796. 
ga The absolute correctness of tne latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
GUAR 4 Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. '06, 
11,268, 


Bridgeport. Morning Telegram. daily. 
Wie June, 1907, sworn 11.01%, 


Denver, Post. 





You can cover Bridgeport by using 
Telegram only. Rate, Otte. per line, flat. 


Meriden, Journal, evening. Actual arerage 
for 1906, 7,550. First four months 4907, 7.784. 





Meriden. Morning Record and epee. 
Daily average for 1905, 7,57 8; 1906, 7.672 





New Haven, Evening Register,dy. Annual 
worn aver. for 1906,14,681; Sunday, 11,662. 





New Haven, Palladium, dy. Arer. 1905, 8,636; 
1906,9,549. EB. Katz, essibhi sina Agent, N. ag 


New Haven. Union. Av Average 1906.16.41, 
First 3 mos.,, ’07, 16.582. E. B82. B Kate, Sp. Agt., N.Y. 
New Lenten, eye ev’g. Aver. 1906, 6,104; 
aver. for June ¢ ) E. '® E. Katz, Sp. Agent, N. Y. 


Nor yralk,¥vening Hoar. J Hour. Daily average guar- 
anteed to exceed Sworn circulation 
statement furnished. 


Nerwich. Bulletin, morning. Average for 
1905, 5, 920; 1906, 6,559; June, 1907, 7,259. 


Wytorbery. Re uhienn. dy. Aver. Sor 1905, 
5.643; 1906, 5.95 La Coste & Maxwell 
DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (©©). 
FLORIDA 


Jackaonville., Metropolis, dy. Average 1906, 
9,482. Mar. 07. 10,000, EZ. Katz, Sp. Agt, N.Y. 


IDAHO. 


Boise, Evening Capital News, d’y. Aver. 1906, 





4,808; average, June, 1907, 6,082. 
ILLINOIS. 
Aurora. Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454. . fi 
Oalre, Citizen. Daily average for 1906, 
1,477. A 
Bakers’ Heiper, monthly ($1.00). 


mice, 2p 
Bakers’ Helper Co, Average Jor 1906 ,4,017 (@®@). 


Chiengo, Breeders’ Gazette, +5 $2.00. Aver. 
circulation for year 1/906, 70.0 0. 





Chieage, Dental Review, monthly. Actual 


average for 1905, 8,708; for 196, 4,001, 
Chicago, Examiner. Average 
Sor 1906. 


649,846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicago than any two 
other morning papers combined. 
Has certificate frem Association 
of American Advertisers. 
Circulation for } Sunday, 717.681, 
192,271 


ness 
ing accorded the Chicagd Examiner is guaran- 
{eed by the publishers of Rowell’s Newspaper 


Chiengo, Journal Amer. Med. Ass’n, weekly. 
Average six mos., Jan, to July, 1907, Sieic. 





ae Te 


on 


PRINTERS’ INK. 2t 





According to Rowell’s new 1907 Ameri- 
can Newspaper Directory, he grants but 
one newspaper in Memphis a definite, 
bona fide circulation statement. 


The Memphis 
Commercial 
Appeal 


is shown to have actually sold 38,927 
copies daily in 1906. The Sunday issue is 
shown to have had 58,236 copies daily. 
The Commercial Appeal is an open- 
door circulation newspaper, and in Janu- 
ary, 1907, the Association of American 
Advertisers investigated the circulation of 
the Commercial Appeal and certified that 
its paid circulation for 1906 was 38,201 
copies each week day, 56,167 Sunday, and 
77:777 copies weekly. The Commercial 
A ppeal was the only Memphis paper that 
made public the Association’s report. 


SMITH & THOMPSON, 


Advertising 
Representatives, 
Brunswick Building, New York. 

Tribune Building, Chicago. 


THE NEW ORLEANS 
ITEM 


is the first New Orleans news- 
paper for the follow- 
ing reasons: 

The ITEM carries more local 
advertising than any New Orleans 
newspaper. The ITEM carries more 
foreign advertising than any New 
Orleans newspaper. 

The ITEm’s total circulation is 
larger than any New Orleans news- 
paper by many thousands. The 
IrEm’s city circulation is larger than 
any two newspapers combined. 

Circulation proven by Associa- 
tion of American Advertisers. 

The lead in advertising and cir- 
culation, with its character and 
influence, justly makes the ITEM 
New Orleans’ first newspaper. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick Building, Tribune Building, 
New York. Chicago. 

















{ The Buffalo EVENING 
NEWS was the only Buffalo 
newspaper that permitted an 
examination of the circula- 
tion books by a representa- 
tive of the Association of 
American Advertisers. 


@ The average net circula- 
tion for the first six months 
of 1907 was 96,047 daily. 


4 This is almost as large a 
net paid circulation as all 
other Buffalo papers com- 
bined. 


{ Itis a larger net paid, cir- 
culation than any other two 
Buffalo newspapers, morning 
or evening, combined. 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick Building, New York. 

Tribune Building, Chicago. 








«i The three daily papers 
of Syracuse gaine 
29,409 inches the first 
six months of 1907. 


@ Of this the JOURNAL 
gained 13,257, or almost 
as much as the Herald 


and Post-Standard com- 
bined. 


“' The JOURNAL is 
now the local paper of 
Syracuse, for it has the 
largest city circulation. 


Smith & Thompson, 
Foreign Advertising Representatives, 
Brunswick Building, New York. 

Tribune Building, Chicago. 
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Ohieago, Record-Herald. Average 1906, daily 

141.748; Sunday 211.611. Averaye April, 
1907, daily 151.648; Sunday, 216,377. 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con: 
troverts its accuracy. 


UA 
or 
aay) 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (OO). 





Peorta, Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 


Crawfordsville, Journal. The women rely 
onit. Dy. and wy. average, 1906, 5,378. 
Ar. for 1906, 16. 


Evansville. Journal-News, 
E. Katz, 8. &.,N.¥ 


899. Sundays over 18,000, 


Indianapolia, Up-to-Date Farming. 7/906 av., 
174,584. Now 200.000 4 timesa mo.,75c, a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 


Prineeton, Clarion-News, daily and weekly 
Daily averaye 19-6, 1.501; weekly, 2,548, 


Richmond, The Evening Item, daily. Sworn 
average net paid circulation ~ ve months 
ending, May 31, 1907, 5,31 circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the Richmond 
nomes. No street sales, 

6&2" The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American Newse- 
paper Directory, who will 
pay one hundred doilars to 

the first person who successfully contro- 
verts its accuracy. 


Seuth Bend, Tribune. Sworn daily arerage. 
June, 1907, 9,80, Absolutely best in South Bend. 


INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily, Arerage for 


1906, 2,445, 


Muskogee, Times Democrat. 1905, average 
2,881; average 1906, 5,514. E. Katz, Agt., N.Y. 


IOWA. 


ont is. Hawk-Eye, daily. 
8,764. “All paid in advance.” 


Aver, 1906, 





Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation Jor 1906, 
41.751. Circulation. City and State, laryest 
wm Iowa, More advertising of all kinds in 1906 
in 392 issues than any soups dtor in 365 % 

70 cents per inch, 





Dea Moines, Kegister and Leader—daily and 
Sunday—carries more “Want” and local ay om 4 
advertising than any other Des Moines or lowa 
paper. Aver. circulation st 6 mos. ’07, 80,198. 


Desa Mates. Jon Towa State Register and Farmer, 
w’y. Aver. number copies printed, 1906, 82,123. 
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Stoux City. Journal. Daily average for 1906, 
we. 28,705. Morning, Sunday and vening 
itions. 


Sioux City, Tribune, Evening. Net sworn dy. 
aver. (returns deducted) ist 6 mos. 1907, 81,122, 

ou can cover Sioux Uity thoroughly’ by using 
The Tribune only. It1s subscribed for by prac- 
tically every family that a néwspaper can inter- 
est. Only Iowa paper that has the Guaran- 
anteed Star. 


KANSAS. 


Hutchinson, News. Daily 1906, 4.260. Mar., 


1906,4,650, EH. Katz, Special Agent. tH. ¥. 
Lawrence. World, evening and weekly. 


Copies printed, 1906, daily, 82% 8,77 dep 8,084. 
he Lawrence DaILy has a larger cir- 

ane in Lawrence than 2 any other paper, 

and has more paid subscribers on the rura 

routes shen m4 other dailies combined. Average 
‘or 1907,4,200, Only eight dailies in Kansas 
ve a tinaer circulation. 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evg. 5.157, Sun. 
6.798; Jan.,’07, 5,356, Sy. 6,391. E. Katz,8, A 


Daily aver. six mos. 


Owensboro, Messenger. 2 
8.068; aver. eFune, 8,780, 


ending June 30, 07, 8 


MAINE, 


Auguata. Comfort,mo. W. H. foo. pub. 
Actual average Jor 1906, 1,271.98: 


Augusta, Kennebec puna, dy. 


and wy. 
Average daily, 1906, 7.656. ° 


Bangor. Commercial. Average for 1906, daily 


9,695; weekly 28,578. 


; ae. MaineWoods and Woodsman.weekly, 
. Brackett Co. Average for 1906, 8,077. 





Portland, Evening Express. Arerage for 196, 
daily 12.806. Sunday Telegram, 8,041. 


MARYLAND. 


Baltimore. American, daily Average 1906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average —_ 69.814. For 
une, 1907, 75.2 

e absolute j~ F of the 

ladeet circulation rating accorded 
the NEws is quarcunteed by the 
publishers of Rowell's American 
Newspaper Direct: wi will 
pay one hundred do jars to the 

Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (OO). Posten’ 
tea table paper. Largest amount of week day adv. 


We We W Ye We Yr 


Boston, Globe. Average 1906. daily. 182,986. 
Sunday 295.282. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 
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BOSTON POST 


Average for March, 1907. Boston Daily 
Post. 240,148, increase of 6,465 over 
daunuary. 1907; Boston Sunday Poat. 
Mareh. iver, 234,184, increase ot 5,481 
over January, 1907. First New England paper 
to put in linotypes. First New England paper 
to put in the autoplate. Hus in its big plant 
the largest and most expensive press in the 
world. Leads Boston newsp:pers in amount 
of foreign business. ‘“TheGreat Rreakfast Table 
paper, of New Knglana. ” Covers Boston and 
ew England more thoroughly than any other 
‘aper. Bulk of its citeniation delivered in 
~~ of middle-class, well-to-do portion of com- 
munity. 


tke The absolute correct of the latest 

circulation rating accorded 

the Boston Post is guaran- 

teed by the publishers of 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


Wr Be te ie ve 
20 0.08.4 


Wolyoke. Transcript, daily. Act. av. for year 
ending May, 1906, 7,339; 3 mos, ’07, 7.842. 





Lynn. Evening Item. Daily sworn av. year 
106, 15,068: Jan., 1907, av. 16017. The Lynn 
family pa a Circulation absolutely unap- 
proached n quantity or quality by any Lynn 
pa 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50,000. 


Woburn. News, evening and weaiely. Daily 
av, net paid cir. Murch, 1,528, Wkly, 1,481. 


Worcester. Evening Gazette. Actual sworn 
average for 196,111,401 i daily; Feb., ’07, 
18,806 ; March, 1907, 15.768. Largest evening 
circulation. wenaseer s *‘Home” paper, Per- 
mission given A. A. A. to examine circulation. 


Worceater. Liovieten. Epuiane, daily (© ©). 
Paid average Jor 1906, 4,2 


MICHIGAN. 


Jackaon, Citizen-Press. Only 
evening paper. Gives yearly aver- 
UAB ages, not weekly. It’s Jackson’s 
G AN greatest daily. It carries more 
TEED advertising and has the largest 
net paid circulation. No secrets, 

April daily average. 7.786, 


ackson, ag t. Average June, 1907, 
tetie Sunday, 8,681. Greatest net cir- 
culotion. Veri ed by A A.A.A, Sworn state- 
ments monthly. FE: 





Saginaw, Courier-Herald, daily, spatew. 
Averuge 196. 14,397: June, 1907, 14,789 





Saginaw, Fvening News, daily. Average Sor 
1906, eye 964; June, 1907, 20.395, 


Tecumseh, Semi-Weekly Herald. Actual 
average for 1906,1,1538, Oe 
MINNESOTA. 


Minnexpolia. Farmers’ Tribune, twice a-week. 
WwW. J. Murehy, pub. Aver. Jor 1906, 37,886. 





Minneapolis. Farm, Stock an. Home, semi- 
Monthly. Actual average 1905. 8%, 1st: aver- 
aye for 1906, 100,266;! mos., 1907, 104.100. 

The abs tute accuracy of Farm, 
Stocic «& Home's circulation rating 
is guaranteed by the American 
Newspaper Direc . Circulation is 
practically ones to the Sarmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 
it to reach section most prontably. 


Minneapolis, eT" Daily 


and Sunday To} In 1906 guer- 
age daily circu Wand 74,05 CO RQ) 
Daily average circul lation yd 
June, 1907,%76,848. Average Sun- 
day circulation for June, 1907, 
71,615. The absolute accuracy 
of ‘the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
—— to reach the great 
rs throughout 


igs ME of purchase 

the jn Ree and goes into more 

homes than any paper in its field. 
It brings results. 

Minneapolis, Svenska eo Om Posten. 
Swan J. Turnblad, pub. 71906.52,.010 
CIROULAT’N Minneapolis Tribune. w 

J. Murphy, pub. Est. i867, Old- 

est Minneapolis daily. The Sun- 

avon day Tribune average per issue 

TEED Sor the year ending December, 

; 1906, was 81,272. The duily 

‘My Ais Newb Tribune arerage per issue for 

paper Diree- the year ending Decenber, 1906, 
tery. was 102,164, 


St. Paul. Pioneer Press. Net average circula- 
po Sor January—laily 35,802, Sunday 32.- 


z. 
The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guarauteed by the Ameri- 
can Newspaper Directory. Ninety 
per cent of the moneu due for sub- 
scriptions is collected showing that 
subscribers take the paper because 
they want it, All matters pertain- 
ing to circuiation are open to int. estigation. 


Winona. Re epublican-ttera Herald, Av. May. 4.518 
(Sat. 5,200). st outside Twin Cities & Dainthe 
MISSOURI. 

Joplin. Globe, daily Average 1906, 15.25: 
Apr.. 1907, 17, 243. EB. Katz. Special Agent, N, ¢ 


Kaneas City. Journal. Cire’n, 275.000, 
206.885 vee lay and ciassi ied, 46 
cents a line, Daily and Sunday—dis- 
play, 12e.; sineined. 7c. Combination Weekly 
and Sunday—display, ‘48¢. Literature on request. 

St. Joseph, News and Press. Circulation 
1906, “36,079. Smith & Thompson, Eust, Reps. 

&t. Louia. National Druggist,mo. Henry R. 
Strong, Editor and Publisher. Average for 190, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 

&t. Loula, National Farmer and Stock Grower, 
monthly. Averaye Sor 1906, 104,200, 


MONTANA. 


Missoula, Missonlian. Every mornin’. Ar 
erage 12 months ending Dec. 3/, 1906, 5,107. 
NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,839. 


Lineo}n, Freie Presse, weekly. Actual average 
Sor 196, 142.989. 
NEW HAMPSHIRE. 


Manchester, Union. Av, £906, 16,758, daily. 
. H. Farmer and W ‘eekly Ur Union. 5,550. le 


Nashua. Telegraph. The The only daily in city. 
Daily average year ending Dec., 1906, 4,371, 
NEW JERSEY 
Asbury Park. Press. 1906,4 812. Gained 
average of one subscriber a day for ten years. 
Camden. Daily Courier. Actual average for 
year ending December 31, 1906, 9,020, 
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Elizabeth. Journal. Av. 1904. Spee; 1905 
6.515; 1906 7.847 March, 1907, 8,161. 


Jersey City. Fvening Journal. Arerage for 
4906, 28.005. First six months 1907, 24,089. 


Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies ; net dy.av. for Apr., 1907, 68,940. 


Trenton, Evening Times. Ar. 1906, 18,287; 3 
mos, dy. av. Apr. 30, 07, 20.621; Apr., 20,682, 
NEW YORK. 


Albany. Evening Journal. Daily average for 
1906, 16,251. Jt’s the leading pauper. 


Batavia, Daily News. Average first 6 mos. 
07, Fy 494. F.R. Northrup, special rep., N. Y. 


Brooklyn, N. Y. Printers’ Ink says 

THE StakDARD UNION now has the 

largest circulation in Brooklyn, Daily 
average 6 mos. 1907, 58, e 





Buffalo. Courier, morn, Av./906, Sunday .91- 
168; daily, 58.681; Enquirer, even., 32.683. 


Buffalo. Evening News. Daily average 1905, 
94.690; for 1906, 94,745. 

Corning, Py oy" evening. Arerage 1904, 
6.238; 1905, 6 395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon. Argus, evening. Actual daily 
average for /2 mos. ending June 30, 07, 4,8 Ip. 


Newburgh. News, daily. At. °06,5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
Army & Navy Journal, Est.13863. Actual weekly 
av. for '06.9.706 (OO). 4 mos. to Apr. ’07, 9,949. 
Automobile, weekly Average for year ending 
Dec. 28, 1906, 15,212. 


Baker's Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 

Benziger’s Magazine, the only popular Catholic 
Family M zine published in the Dnited States. 
Guaranteed circ’n, 75,000; 5 50c. per agate line. 

Clipper, weekly (Theatre: al). Frank — 

Pub. Co., Ltd. Aver. for 1906, 26.611(O00 

El Comercio, mo. Spanish export. J. eam 
Clark Co. Average for 1906, 8,542—sworn. 


Music Trade Review, music trade and art week- 
ly. Arerage for 1906, &.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
1906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 omg average cir- 
culations for 196—all to paid-in-adrance sub- 
scribers. F. M. Lupton. iisher. 


The Tea and Coffee Trade Journal. Average 
circulation for year ending July, 1907, 7,865; 
July, 1907, issue, 8,000. 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,009, 


The World. Actual aver. for 1906, Morn,. 818.+ 
664. Evening. 859.057. Sunday, 442.228. 


North Femewense. News. Daily 1906 av., 
2,274. R. Tomes, 8. A., 116 Nassau, N. Y. ive 
vents inch; seven cents after October t 


Recheater, Case and Comment, mo., Law. 
Av. for year 1906, 22.601. Guaranteed 20,000. 


Schenectndy. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809, 


Syracune. Evening fleraid. daily. Herald (o. 
pub. Arer, 1906, daily 35.206, Sunday 40,064. 


aret Doaere, Arerage circulation 
18,801. Average June, 1907, 
20. 501. ‘Only paper in city which 
permitted A. A. A. examination. 
Utien. National Electrical Contractor, mo, 
Average for 1906, 2, 625. \ 


as prem. dail 
Average foi year endh 





iy. Otto A. Meyer, publisher. 
ing Murch 31, 1907, 14,927. 








NORTH CAROLINA. 


Raleigh, Times. North Carolhna's foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. ist, 1906, 6,551; weekly, 8,200. 


Winston-Salem leads all N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forks, Normanden, Av. yr. ’05,7,201. 
Aver. for year 1906, 3,180, 


OHIO. 


Akron. Times, daily. Jae average for 
year 1906, 8,9773 April, 1907, 9,605 


Ashtabula, Amerikan Sanomat, Finnish, 
Actual average for 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216; Sunday, 83,869; 
June, 1907, 73,272 ‘datly ; Sun., 88,70: 


Coshocton, Age, daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers, 


Coshoeton, Times, dy. Net 06, 2.128; 6 mo. 
07, 2,416. No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
for year any April 3v, ’07, 14.811 copies, 
et La 36, 500 members of THEI. 

GR. Oper 7S fraternal, beneficiary order 
of digas -workers. 5c. agate line, flat rate. 


nugfleld. Farm and Fireside, over % cen- 

a Pienline tae agricult’! paper. Cir.435,000, 

Warren, Daily Chronicle. Actunl arerage 
for year ending December 31, 1906, 2,684. 

Youngstown. Vindicator. D'y, av.'06. 18.740; 

Sy. 10,001: LaCoste & Maxwell, N.Y. & Chicago, 


Zaneavilie, Times-Recorder. Ar, 1906, 11. 
126, Guar’d. Leadsall others combined by 50%. 


OKLAHOMA. 


Oklahoma City, The Oklahoman. /906 aver., 
18,918; June, 1907,20,805. E. Katz, Agent N.Y. 


OREGON. 
Mt. Angel. St, Joseph’s-Blatt. Weekly. May 
3, 1907, 19, 188. 


Portland. Journal, dail og A Average 1906, 
25.578 ; for April, 1907, 29.022, 
The absolute pean gee of the latest circula- 
tion rating acc the JoURNAL jis guaran, 
by the publishers of Rowell’s American 
Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000,. Leading farm paper in State. 
PENNSYLVANIA. 
Chester, Times, ev’g a’ Ly, Average 1996. 7.688, 
N. Y. office, 220 B’ way. R. Northrup, Mgr. 
Erle. Times, daily. aver. for —_ as hamaed 
June, 1907, 13,610. E. _&. Katz, Sp. Ag., 
pereeicteen: , Tel graph St Sworn ar. poche 14,- 
827. Largest; ‘paid cireulat'n in A’b’” or no pay. 


Manayunk. Sentinel, tinel, Philadelphia. Include 
in your fali advertising plans. Sample sent. 





RM JOURNAL is the onl i 
thes United States f Lag “| 
awarded ty =) 





Philadelphia, Confectioners’ Journal, mo. 
Av, 1905,5,470; 1906, 5,514 (OO). 
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Philadelphia. German Daily Gazette. Arer. 
circulation, 1906, daily 52,922: Sunday, 52.486, 
sworn statement. Circulation books open. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR JUNE, 


238,964 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted, 

Witu1aM L. McLean, Publisher. 





Philadelphia, Motor Print, mo. 
Copies printed, 25,283 average each 
issue, for year ending February, 1907. An 
indzpendent periodical for all who use 
motor vehicles of any class. Enjoys the 
largest paid circulation among registered 
owners of motor crafts of any publication, 














Philadelphia. The Press is 
Philadelphia’s Great Home poe 
sides the Guarante 

AUVWy Bier ic has the Gold Marks and is 
AN on the Roll of Honor—the three 
“aA §most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 

1906, 100,548; the Sunday Fi Press, 137,863. 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase, 


Weat Cheater. Local News, 


daily. W. H. Hodgson. Averagefor 
1905, 15.297. In tts 35th Leer 
dent. Has 


Ti Chester County 
and vicinity for its field. Devoted 
= on news, neees SoS Some 

Chester ty is second 
in Tn the ‘State in | State in agricultural wealth. 


York, Dispatch and Daily. Average for 1906, 
17,769. . 


RHODE ISLAND. 
Pawtucket. Evening Times. Aver. circulation 
Sor 1906, 1%.118 (sworn). 
Providence. Daily ne. 18.051 (@O0), 


Sunday, 21,840. (©). Evening Sulletin 86. 
620 averaye 1906. Providence Journai Co.. pubs. 


Providence. Tribune. Morning 10.341. 
Evening 81.118: Sunday. 16,820. Most 

ressive paper inthe field. Evening 

paidion guaranteed by by Rowell’s Am. N.D. 


Weaterly.Sun. Geo. H. Utter, pub. Aver. 1906, 
4,687. Largest circulation ¢ n Southern R. 1. 





SOUTH CAROLINA. 
Charleston, : ee 3 Post Actual dy. aver- 
age for 1906,4,474. December, 1906, 4,7 55. 


Columbia, State. Actual aver- 
age fll 1906, trecekt i S35 11,287 
53 *Sun- 

pon EL o Lae Phy 


daily Ke 6 dah rae ‘ieadon oo} 





artanburg. Herald. Actual average for 
Pe pty vg 1907, 2,529, me 


SOUTH DAKOTA. 





The Daily Press, Sioux Falls, S. D. 
Average for Jan to July, 7,260. 
The Press is the morning State oo. 
Carries full Associated Press reports 


The teeth Dakota Farmer, Sioux 
Falls, 8.D. The only weekly farm paper 
published in the State. Average circu- 
lation, 15,880, Flat rate, 60c. per inch. 


Both papers the property of Dotson & 
Bowen. 











TENNESSEE. 
Chattanooga, News. Arer. 3 
oaly —> Cc. 31, 1906, 14,707. 
nooga paper permit- 
Aat—w ing examination circulation by 
AN Assoc. Am. Advertisers. Carries 
daa) more advg. in 6 days than morn- 
ing paper “days. reatest Want 
Ad medium. Guarantees largest 

circulation or no pay. 


Knoxville, Journal and Trib- 


ar 
December 31, 1906. 18.692. Daily 
aver, = 3 3 mouthe 1906, 15,247. 
re im 
the ‘south. and ous Iman in 
Knocville awarded the Guarantee 
Star. The leader in this jield. 

Memphis, Commercial Appeal. dail Sunda 
weekly. Firet of six months sor eu. Dy. Al T83: 

Sunday, 61,4853 weekly, 81,212, ‘sake 
Thompson, Representatives, N.Y. and “aa 
Nashville, Banner, daily. Aver. for vear 1906, 
$1,455: Jan. 1907, 38.388; Feb. 1907, 8%,27 1. 


TEXAS. 
El Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. Verified by A. A. A, 


VERMONT. 
yo Times. daily. F. E. Langley. Aver. 1905, 
8.527; 1906,4,118. 
mien Banner, oe. T. E. Howe. 
Actual average for 1906, 1.98 


Bowtoge. Free Press. oS average for 
196. 8.459. Largest city and State circula- 
tion. Examined by Asso. of Amer, Advertisers. 


Montpelier, Argus, “iso Actual average 





Sor 1906. 8,280 copies per 





Rutland. Herald. Average 1904, 8,527. .Av- 
erage 1906, 4,286. Average 1/906, 4, 6t7. 
8t. Albans, Messenger, daily. Actual average 
Sor 1905,8,051; for 1906, 8.888 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 1906,2.867. June, 
1907, 2,690. Largest cir’n, Only eve'g paper. 


Richmend, So. Tob. and Modern Farmer, 
mo. <Arerage for first 5 mos. of 1907, 14,425. 


Winchester. Evening Star. Arerage June 
sworn daily 8,826. Only daily paper. 


WASHINGTON. 


ttle, Post- 





(OO). 
defer June, net—Sunday 
42,578; Daily, 88,489; week day 

1,678. Only sworn circulation 
in Seattle. rgest genuine and 
cash paid circulation in Washing- 
ton ; highest pat a Ly service 
greatest resu 
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Seattle. The Dally and Sunday 
Times led all n “ey m the 
Pacific Coast north of les 
in amount of or printea 
durin i nearest 


ng 1906, ing i 
— 7, over 178,000 an display 
300,000 lines of classified. 
That tells the story of results 
a? ngage in 1906 was 42,172 aati 
ba 794 Sunday. A cormges Sor January, 1907. 
4 Sunday 61,591. You get 


the Times, the biggest et success of the 
last decade on the Pacific Pacific Cons! 


Taco a, Ledger. Average Average 1906, daily,16,0593 
Sunday 2 21, 79s. 





Tacoma. News. Arerage 1906,16,109; Sat- 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. E, Hornor, 
pub. Average for 1906, 2,640. 


Ronceverte, W.Va. News, wy. Wm. B. Blake 
& Son, pubs. Aver. 1906, 2,220. 


WISCONSIN. 


Janeaville, Gazette. d’ly and 8.-w’y. ren 
ist 3 mos. 1907, daily 3,508 : semi-weekly 2,652, 


Madison, State Journal, Pat Average 1906. 
8.602; Jan., Feb., Mar.,1907, 4,884; Apr., 5.106. 


Marshfield Times, weekly. 1906 ae 
2,199. Largest circulation in W 


Milwaukee, The Journal, even- 

10g independent. Average 6 mos. 
1,421. June gain over 1906 

Sally 4 886. Biggest in history 
of paper. Paid city cire —_ 
alone greater than total = 
of any other Milwaukee 
or Sunda; . 


Milwaukee, Evening Wisconsin, d’y. Av. 1906, 
25.480 (@@). Carries largest amount of ad: 
vertising of any paper in Milwaukee. 


ee Northwestern. daily. Average for 
4906, 
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} Resend 


Racine. Wis., Estab. 1877 


a circulation in Wiscon- 
sin than any other NF Opes, 7 se. 
$3.50 an re 
ple Ct. O Mokardeon ion. 


WYoMIna. 
Cheyenne, Tribune. Actual daily average net 
Sor 1906, 5,126 ;semi-weekly, 5,898. 


BRITISH COLUMBIA. 
Vancouver. Province. daily, Arerage for 
1906, 10,161: May, /%7,1%.221. H. VeClerque, 

U.S. Repr., Chicago and New York. 


MANITOBA CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1906, daily, 34.559: daily June, 1907, 
37.209; wy. av. for mo. of June, 28.887. 


Winnipeg, Der Nordwexten. Canada’s Ger- 
man newsp’r, Av. 1906,16.177. Rates 66c. inch. 


Winnipeg. Telegram. Dailu aver. March, 
24,868. Weekly av., 20,287. Flat rate, 3c. 


ONTARIO, CAN. 


Teronte. Canadian Impiement ans Vehicle 
Trade, monthly Average for 1906, 6.125 


Toronto, Canadian Motor, aeet. monthly. Average 
circulation for 196, 4.540 


Toronto, The News. Daily average circula- 
tion for the month of February, 1907, 40,210. 
Advertising rate 6c. per inch, flat. 


QUEBEC, CAN. 


Meontreui. La Presse. La Presse Pub. Co. 
Lta., publishers. -sctual arerave 1905. daly, 
96,771; 1906, 100,087; weekly, 49,992. 


Montreul, The Daily Star and 
The Family *Herald and Weekly 
Star have ee — oa 
ers, representing 000 reade: 
—one-fiftn roo nay Letina 
Av. cir. 7 Duily Star far 1906. 

60,954 3s daiiy; the Weekly 
Star, 1 25/152 copies each issue. 











THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT. 
yy Seine. Conn.. MORNING KEOORD; old es- 
4 tablished family newepaper; covers fleld 
60,000 high-class bop.; leading Want Ad paper. 
Classifiea rate, cent a word; 7 times.5 cents a 
wo Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
NHE EVENING and SunpDAyY STAR. Washington. 
D. ©. (© ©). carries DOUBLE the number of 
Want Aps of any other paper. Rate lc. a word. 


ILLINOIS. 
‘Fz Champaign NEws is the leading Want ad 
medium of Centra! Eastern Lilinois. 

66 EARLY everybody who reads the Eng- 

N*is hengaage in. aro und or about Chi- 
cago, ne the DAILY NEws,” says the Post-o, 
Review. and that’s why the DaiLy News is Chi- 
cago’s**want.ad” directory. 








¢ P= TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 


Decent HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


HE INDIANAPOLIS NEWS prints every day 
every week, every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
tocal number it printed in 1906 was 315,300, an 
average of over 1,000 every day, which is — 
more than all the other Indianapolis papers 


STAR LEADS IN Apne 


aes the month of June,’07, the INDI. ~ry 

STAR carried 92.86 more columns of paid 
fied advertising than carried by its nearest —_ 
petitor during the same month. 
‘ The STAR gained 238.33 columns over June of 
ast year. 

The INDIANAPOLIS STAR has passed the 100,000 
circulation mark, lates, six cents per line, 















iv- 
7» 


r= 
h. 


le 
ge 


a- 
0. 


D. 
Ly 


id 
b- 
n. 


ly 
e. 


i- 
re 














The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
PR. Daily. 

The advertising di Il of 
the Calumet Region. Read ‘ant all the pros- 
perous vusiness men and well-paid mechan- 
lcs in what has been accepted as the 

“Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 














INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 

‘|.HE Des Moines REGISTER AND LEADER; yey 
mornivg paper; carries more ‘“‘want”’ 
vertising tban any other Iowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


6 he Des Moines UArivaL guarantees the lar- 

gest city = ra largest oe circulation 
in lowa, ‘The giv re- 
turns always. ky rate is 1 cent 2 word; by the 
month $1 per line, It is publishea six evenings 
a week; Saturday the big day. 


MAINE. 
fH Evenine Express carries more Want ade 
than all other Portiand dailies combived. 


MARYLAND. 
age Ballimore News carrjes more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium o1 Baltimore. 


MASSACHUSETTS, 
Tire HE BosTon EVENING TRANSCRIPT is the great 
sort guide for New Englanders. ‘Ihey 
peet nate find all good places listed 1n its adver 
tring ng columns, 


KK k ek 


' HE BUSTON GLOBE, daily and Sunday, for 
the year 1906, printed a total of 444,75: ‘paid 
Dit ads. There wasa gain of 17,530 over the 
ear 1905, and was 201,569 inore Le} ~Saa other 
joston paper carried-for the year 1 


ntoteSohates 


Q Worp AD, 10 cents a day. DatLy ENTER- 
PRISE, Brockton, Mass. irculation, 10,000 


MINNESOTA. 
Ts HE Bae pa pander ed bye ge is the recognized 


ai 


The ste JOURNAL, Daily 
and Sunday, carries more clas- 
sitied advertising mae ay other 


Yusmoapetis news a o free 
Wants and ah] nor 
objectionable “medicai advertise- 
ments printed. Classified Wants 
printed in June, 175,238 lines. In- 
dividual advertirements, 24,737. 
Eight cents per agate line per in- 


sertion, if charged. No ad taken 

eo for less than 24 cents. If cash ac- 
companies order the rate is Ic. a 

word. No ad taken iess than 20c. 


CIRO’LAT’N ’ = MINNEAPOLIC TRIBUNE is 

he oldest Minneapolis daily 
and ,- over 100,000 sub-cribers. 
It publishes over 80 columns of 
Want advertisements every week 
at full price ‘average of two 
pages a day): no free ads; price 
sore both im ag | and even 
by Am. Newa- ng issues. ate cents per 
paper Dirtory Wn, Daily or Sunday. 














MISSOURL 
7s Joplin Grose carries more Want ads 
han all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum. 
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MONTANA, 
PHE Anaconda STANDARD is Montana s great 
Want-Aa” meuium; lc. a word. Aver 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 15, 


NEW JERSEY. 


Ts NEWARK EVENING NEWS is the recognized 
ant-ad Medium of New Jersey. 


EWARK, N. J, FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY EveninG JouRNAL leads all other 
@ Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results, 


NEW YORK. 
"\,HE EAGLE has no rivais in Brooklyn's 
classified business. 


Ae Y EVENING JOURNAL, Kastern N. Y.’s 
best paper for Wants ana classified ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad medium in Westcbester County. 


I UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 
pe. est Want Medium in the State, outside of 
Ne ork City. 


RINTERS’ INK, published weekly. The rec- 
ognized and leaaing \\antad medium for 
want ad meuiums, mail order arucles, advertis- 
ing novelties, printing. typewritten , ciicuiars, 
rubber stamps, office devices. adwriting. half 
tone making, and ——— anything whica 
Interests and appeais to advertisers and pusi- 
orss men, Classified aavertisements. 20 cento 
a line per issue flat, six words to a line, 


ATERTOWN DatLy STANDARD, Guuran- 
teed daily average 1906, 7,000. Cent awera. 
OMLG. 


OUNGSTOWN VinpIcaToR—Leading “Want” 
medium, lc. per word. Largest circulation. 


OKLAHOMA, 


HE OKLAHOMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 Ukla. competitors, 


PENNSYLVANIA. 


be Chester, Pa., TIMES carries from two to 
ive times more classified ads than any 
other paper. Greatest circulation. 


RHODE ISLAND. 
v= EVENING KULLETIN—By far the largest cir- 
culation and the be:t Want medium in R. 1. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 
SOUT CAROLINA. 
‘(HE Columbia STaTE (OO) carries 
more Want ads than any other 
South Carolina newspaper. 
CANADA. 
A PRESSE. Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 


100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 





HE DAILY TELVGRAPH, St. John. N. B., is the 
want ad medium ot the maritime provine res. 
Largest circulation and most up to-date paper of 
Eastean Canada. Want ads one cent a word. 

Minimum charge 2 cents. 


= Montreal DAILY STAR carries more Wan. 

advertisements than ail other Montreal 
dailies combinea. The Fawity HERALD anv 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


i Merinne FREE PRESS carries more 

ity it” advertisements than any other 
daily hein in Canada, and rore advertisements 
of this nature than are contained in all the other 
daily papers published in Western Canada com- 
bined. lates one cent — word per day, or four 
cents per word per we 
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(e ©) GOLD MARK PAPERS @0) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspe - 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA, 


THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, bD. Cc. 
Nearly ry Ay | in Washington subscribes to 
THK KVENING AND SUNDAY STARK. Average, 
1906, 35,577 «@@). 


ILLINOIS, 

THE INLAND PRINTER, Chicago, (@ ©). Act- 
ual average circulation for 1905, 15,866. 

BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” journal for baxers. Oldest, best known, 

TRIBUNE (© ©). Only paper in Chicagd re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY 
LOUISVILLE COUKIER-JOURN, 4L (©). 
Best paper in city; read by best people. 


AINE. 
LEWISTON EVENING ye gee daily, aver- 
first six mos. 1907, 7.8% (© ©); wy., 17,705 
(60). Muine’s great AR tk. 
MASSACHUSETTS 
Beaton, Am. Wool and Cotton Reporter. Ree- 
— organ of the ‘ames and wvolen indus- 
es of America @o). 
BOSTON EVENING TRANS TRANOCRIPT (OO). estab- 
lished 1830. The only old mark daiiy in Boston. 
TEXTILE W one RECORD (©©), Rostor. 
Nearly 20) of its 400 advertisers use no other 
textile journal. it covers the field. 
WORCESTER L’OPINION PUBI par ‘e ©) is 
the leading French daily of New Engla 


MINNESOTA. 


NORTHWESTERN MILLER 


( ) Minneapolis, Minn ; $3 per year. Covere 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (©). 


PIONEER PRESS (@©), St. Paul, Minn. Most 
reliable paper in the Northwest. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified pact | and more total 
advertising than any paper in the Northwest. 

NEW YoRrk. 

NEW four TIMES (OO). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@@). Desirable 
because it always produces satisfuctory results. 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©@). Rochester, N.Y. 
Best advertasing medium tn this section. 

ENGINEERING NEWS (©©).—Most reliable 
and ably edited.—Ttmes. Chattanooga, Tenn. 

ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 

SCIENTIFIC AMERICAN (@ ©) has the largest 
circulation of any technical paper in the world. 

VOGUE (©©) carried more advertising in 1906 
than any other mnagazine, ¥ weekly or monthly. 

ELECTRICAI REVIEW (© (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 

NEW YORK HERALD (@©). Whoever mep- 
tions America’s ieading newspapers mentions 
the New York HERALD first. 











CENTURY MAGAZINE (© ©). There area fow 
peonte in every community who know more 

han all the others. These people read the 
CENTURY MAGAZINE. - 


STREET RAILWAY JOURNAL (@©). The 
kg —— on city and interurban rail- 
roadin; verage circulation om weekly. 
MoGRAW PUBLISHING COMPANY. 


HARDWARK DEALERS’ M MAGAZINE, 
) 


8; en copy mailed upon uest, 
D. T. MALL , Pub., 253 Kroadway, N. Y. 


THE ENGINEERING RECORD (@©). The 
most progressive civil coreg journal in 
the world. Circulation avera r 14,000 per 
week. MoURAW F UBLISH1 S OUMPANY. 


FOREST AND ST STREAM, (eo) 


reulation of any spo: 
ante to wealthy reereationists. rr 


NEW YORK eas i ©). sae and Sun- 
day. Establish A conservative, clean 
and up-to-date RM, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser. 


ELECTRICAL WORLD (06 (00) Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by the pon of Amer: 
ican Advertisers, Av. weekly cir. du 1 
was 18,827. MoGRAW PUBLISHING COMPANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honor and 
has the (:uarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

per Sworn circulation of The Waily Press, 
‘or 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
@® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. <«mly two-cent 
morning paper assuring a prestige most 
profitabie to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CA fo concer NA. 


THE STATE (@O), Co! 8. C. Highest 
quality, largest } a Bey Dt South Carolina. 
VIRGINIA. 


THE NORFOLK LANDMAKK (@©) is the 
home paper of Norfolk. Va. That speaks volumes. 


WASHINGTON, 

THE POST INTELLIGENCER {e ©). Only 
morning paper in Seattle. Oldest in State. The 
biggest and . Able, alert, always ahead. 

WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin. 
CANADA. 

THE FRZéE PRESS ‘© ©), London, Ont. Morn- 
ing, Noon, Evening. Ci ation over 18,000daily. 
THE HALIFAX BERKALD (© peas © the EVEN- 

ING MAIL, Circulation 15,558, 
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Is of Special Value 


For Municipal Advertising 


IT HAS THE | SEE OPPOSITE 
GOLD MARKS | PAGE 
i 
Large manufacturing industries are what build up cities. 
They increase population, increase wages, and bring 


PROSPERITY. 


The Scientific American is read by the executive heads of 
more industries than any other publication. 


It has those important elements of successful advertising : 


INFLUENCE and PRESTICE. 


Let us send you further information. 


MUNN & CO., 
361 BROADWAY, NEW YORK 























ROWELL’S AMERICAN NEWSPA- 
PER DIRECTORY. 


The nature of this directory, in the 
words of its title page, is given above 
and is a sufficient review for a book so 
well known. The directory is divided 
into four parts. Part I contains a 
catalogue of all American periodical 
ublications, arranged alphabetically by 
tates, towns and their names, Part 
II consists of a list of all publications 
rated in Part I as issuing regularly 
more than 1,000 copies. Part III con- 
sists of a complete list of papers is- 
sued on Sunday, and Part *I con- 
sists of a complete catalogue of class 
and trade papers. 

Instead of hoeggy  g further upon 
it or its purpose, the following gives 
some interesting facts drawn from its 
records concerning American _ periodi- 
cals. There are listed in this, the 
thirty-ninth consecutive annual edition, 
pe 23,000 papers, or, to be exact, 
22,898. Of these, 21,735, or about 95 
per cent, are published in the Unite 
States. New York State has the great- 
est number of papers, 1,984, and the 
next five States in order are Illinois 
(1,634), Pennsylvania (1,387), _ Ohio 
(1,137), Iowa (1,047) and Missouri 
(1,037). By far the greatest number 
of papers in each case are weeklies, 
the total being 16,252, or about 71 per 
cent, of all papers published. onth- 
lies from the next largest class, repre- 
senting about 12.6 per cent. There- 
after in order follow dailies, 10.8 per 
cent; semi-weeklies, 2.6 per cent; semi- 


monthlies, 1.3 per cent; quarterlies, 1 
er cent, and the remainder bi-month- 
ies, tri-weeklies, bi-weeklies, tri-month- 
lies and one semi-quarterly, the only 
one listed, which is published in Illin- 
ois. Very closely the same proportions 
exist in the States taken separately. 
New York and Illinois, principally be- 
cause they contain the two largest pub- 
lishing centers, New York City and 
Chicago, have the largest wager of 
papers in each class, the weeklies, for 
example, being 1,054 for Illinois and 
1,034 for New York. Of all the pa- 
pers published, it is interesting to note 
that not one-quarter distribute as 
many aS 1,000 copies a year.—The 
Iron Age. 


—+o>__—_- 


FALSE MODESTY IN ADVER- 
TISING, 


If your goods are known as uni- 
formly reliable, if your customers un- 
derstand that your name can be de- 
agg > on, if your business reputation 
as become one of your big assets, if 
your trade-mark is a recognized guar- 
antee, if your firm has been tested in 
many years of experience—there’s 
nothing immodest about saying so. 
Make these facts your advertising 
slogans, and get the trade your in- 
tegrity deserves.—Batten’s Wedge. 


> 








ALMosT every man is just what he 
wants to be, although he may not 
realize it.—Burba’s Barbs, 
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THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
NEW YORK City, 
Telephune 4779 CL. ekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. KOWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Sears, 50-52 Ludgate Hill, E.C 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
= —_ cases the charge will be five dollars a 
mun . 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure 
16 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selec by the adver- 
tisers, if granted, double price 1s demanded. 

On time contracts the lust copy is repeate:i 
when new rf fails to come to hand ove week 
in advance of day of publication. 

Contracts by the month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. , 

Two lines smallest advertisement taken. Six 
words make a line. ca 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
Week in advance. 





New York, Aug. 7, 1907. 





Reapers do not always hear 
what is once said. But the re- 
peated story rivets their atten- 
tion. 
=— 
what you 
do—when it 
do promise 


sometimes 
promise to 
what you 


TELL 
won't 
makes 
clearer. 


Men do not gather the grapes 
of succéss from the thorn tree 
of ill-advised advertising under- 
takings. 


IF you name one cogent fact 
and make it concise, it will serve. 
A great American said once that 
one good reason will suffice for 
anything. 


THERE are things not to be 
told in Gath or published on the 
streets of Askelon, but you may 
tell of your business wherever 
there are possible buyers. 


PRINTERS’ INK. 


It is always better to say 
few things well than to tell them 
all poorly. 


Ir your advertising field ha 
been over stimulated, let it 1i 
fallow a little while and then us° 
an entirely. different form of 
message and appeal—you'll be 
surprised with the result. There 
is no considerable portion of the 
American people permanently 
over-appealed to behalf of 
good wares, 


in 


Municipal The article in 
this issue upon 

Advertising. the advertising 
experience of Asbury Park may 
be taken to heart by well-nigh 
every municipality in the country 
which is enterprising enough to 
desire better and bigger things 
for itself. The plan followed by 
the New Jersey resort may not 
be suited to a single other city in 
the land, but the lesson is there, 
just the same. And it is this: 
Have a plan in your publicity 
and follow it. Find out what 
you wish to  obtain—residents, 
tradesmen, artisans, transient 
visitors or manufacturers. - Se- 
cure someone with experience to 
work out the plan,—don’t leave it 
to a self-appointed committee of 
public-spirited men who go to 
work like fish out of water. The 
public spirit is a valuable quali- 
fication, but ability is an abso- 
lute necessity. 

Don't be deluded into thinking 
that a “write-up” edition of your 
local paper will do the business. 
Your plan should include news- 
paper and magazine advertising, 
and this must of necessity be 
backed up by a follow-up system. 
Study what your town affords in 
the line of inducements, and 
serve these up in the most at- 
tractive manner possible. Study 
who will be interested in these 
inducements, and secure a_hear- 
ing from these people. 

Municipal advertising has the 
same problems to face as soapor 
automobile advertising. © When 
this is more fully realized in- 
stances of success in city pub- 
licity will not-be so rare as they 
are, apparently, at present, 
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Tue Homer W. Hedge Agen- 
cy will place advertising for the 
Waldorf Importation Company, 
New York City, “Dawson” whis- 
key and “Comber’s” Irish whis- 
key, with daily papers, beginning 
about September. 


ere 


“HARRISBURGC—A Growing City” 
is the title of a folder sent out 
by the Board of Trade of this 
Pennsylvania town. The text and 
illustrations are excellent, but the 
railroad time-table form is dis- 
couraging to the average reader. 
No doubt this form was adopted 
to accommodate the panoramic 
illustration of the city. 

MILLER BrotHers & BAKER, 
real estate brokers of Harris- 
burg, Pa., have issued a price 
list in magazine form, following 
the general style and size of 
Printers’ INK. In addition to 
the price list of property for sale, 
the booklet contains several 
pages of informative matter 
about Harrisburg, which cannot 
fail to interest prospective buy- 
ers, 


Morning At nine o'clock 
each morning the 
Talks. advertising staff 
of the New York Times meets 
for mutual advice and assistance. 
Recently well-known advertising 
men have been brought in to 
give short talks on subjects re- 
lated to the soliciting of adver- 
tising. Some of the speakers 
have been: William C. Freeman. 
advertising manager American, 
“Co-operation in the Soliciting 
of Advertising”; George H. 
Perry, advertising manager Sie- 
gcl-Cooper Company, “How to 
Approach the Advertiser”; J. H. 
Magers, manager New York 
branch of the Ireland Advertis- 
ing Agency, of Philadelphia, 
“Honest Advertising”; Frederick 
I]. Thompson, of Smith & Thomp- 
son, “How to Solicit Advertis- 
ing”; G. F. Lord, of the Lord 
Advertising Agency, ‘Creative 
Advertising”; W. Percy Mills, 
of the Evening Bulletin, Phila- 
delphia, “How to Develop the 
Smal! Advertiser”; J. A. Rich- 
ards, of J. A. Richards & Staff, 
“Individuality in Advertising.” 


Tue Automobile Magazine has 
been purchased by the Automo- 
bile. 


Human Life of Boston has 
ordered a new Cottrell press, and 
when it arrives the text will be 
increased by eight pages. With 
the September issue, also, over 
3.500 lines of advertising will be 
added. The quality of paper 
used is to be bettered for the 
third time. 


Tuomas E. DockreLt, adver- 
tising manager of Scott & Bowne 
for the past year, having been 
offered another position that 
promises greater opportunities, 
has tendered his resignation and 
it is said that he will be succeed- 
ed by Miss Ida Clarke, who has 
acted as assistant advertising 
manager for several years. Miss 
Clarke has been with Scott & 
Bowne for about fifteen years 
and she is thoroughly acquainted 
with the newspaper situation and 
conditions in every part of Uni- 
ted States. She also understands 
rates as well as any space buyer 
in the country. Miss Clarke 
stands high not only with her 
firm, but with publishers and 
their representatives. 





It is stated that this magazine cover 
cost more for designing and prepara- 
tion than any other ever put forth. 
First, a drawing was’ made of the de- 
sign, and then a painting. From this 
a clay model was prepared, this, too, 
was painted, and then the plates were 
made for three-color work. Bronze 
plates have also been made of the 
cover. 
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Anprews & CouPeE are enlarg- 
ing their offices and clerical force 
at Fulton and William streets, 
New York. 


Copy for the Pratt Food Com- 
pany, Philadelphia, is going to 
farm papers through the Hamp- 
ton Company. 


HoteL SINTON copy,  Cincin- 
nati, is going to daily papers in 
the central west through Blaine 
& Thompson, Cincinnati. 


RENEWAL copy for Rochester 
Radiator Company, Rochester, 
N. Y., is going to farm papers 
through the Morse Agency. 


HELEN E, BENJAMIN, Philadel- 
phia, has secured the account of 
Kopps Brothers, New York City, 
makers of the “Nemo” corset. 

THe Mahin Agency, Chicago, 
is sending out copy to southern 
dailies for the Cole Manufactur- 
ing Company, patent medicines. 


W. F. Hamsiin & CoMPANY 
are sending ont copy to the daily 
papers generally for Coyne’s 
Schoel- of- Plumbing, New York 
City. 

SLoAN’s LINIMENT copy is go- 
ing to daily papers through the 
J. T. Wetherald agency, Boston, 
two hundred and four inches in 
twenty-six weeks. 

Tue Frank Kiernan Agency is 
using space in New York City 
papers for the Tokeneke Corpor- 
ation, sellers of high-class estate 
in Darien, Connecticut, and for 
the Liberty Life Insurance Com- 
pany, Liberty, N. Y. 


N. W. Aver & Son, Philadel- 


phia, are placing renewal copy 
with farm papers for Hess & 
Clark, Ashland, Ohio. stock food; 
the Enterprise Manufacturing 
Company, Philadelphia, meat 
chopper; Standard Oil Company, 
New York City; and the Glazier 
Stove Company, of Michigan, 
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GERMAN Katt, fertilizer, 
York City, advertising is 
placed by the George 
Company. 


New 
being 
Battei 


ADVERTISING for Daniel Greeu 
Felt Shoe Company, New York 
City, is being placed with maga- 
zines by the J. W. Morgan Agen 
cy. for October, November ani 
December issues. 

THe J. W. Morgan Agency 
will use space for ‘“Feathersilk” 
petticoats in the September issuc 
of the following magazines: 
Ladies’ Home ,Journal, Delinea- 
tor, Designer, New Ideas, 
IWVoman's Home Companion, 
Ladies’ World, McCall's, Pictor- 
tal =Review, Modern Priscilla, 
Ladies’ Home Journal Monthly 
Style Book, Dress, Vogue, Life, 
Harper's Bazaar and Munsey’s. 


A COLORED supplement for Sat- 
urday evening. papers, on the 
lines of the Sunday supplement, 
is to be started in New York 
City shortly. The supplements 
will be sold to papers giving 
them a percentage on general ad- 
vertising and allowing them the 
privilege of a limited amount of 
local matter. A portion of the 
capital stock has already been 
turned in and the supplement 
will be printed as soon as enough 
subscribers have been secured. 
Harry Baldwin is one of the 
prime movers and is now on a 
trip securing subscribers. The 
syndicate will probably be known 
as the Saturday Evening Daily 
Paper Supplement Association. 


Victor bs new 
» « 

in Dailies. yecords for the 
Victor talking machine, for sev- 
eral years a feature in magazine 
advertising sections, is now ex- 
tended to daily papers all over 
the country, this having been 
found a_ particularly _ profitable 
form of publicity by the com- 
pany, and the increased sale of 
the machines making news about 
new records a matter for wider 
distribution. The Victor. busines 
is placed by Powers & Armstrong 
agency, Philadelphia, 


copy 
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He Hudson River Day Line 
is being advertised in New Jer- 
sey street cars by the J. W. Mor- 
gai Agency. 

2. J. SHANNON, the New ‘York 
Fee representative, has added 
the Marshalltown (lowa) Times- 
Republican to his list of papers. 
In 1906 the Times-Republican 
printed an average of 8,176 cop- 
ies each issue. 

A, E. Dunn, well known as the 
advertising manager of the official 
publications of the Methodist 
Episcopal Church — popularly 
known as The Methodists—has 
been appointed advertising mana- 
ger for the Pittsburg Christian 
Advocate. 


The upper floors 
Flowers as of he several 
Advertising. \yildings — occu- 
pied by the Wm. Filene’s Sons’ 
store, in Boston, have been sub- 
jected to a novel floral treatment. 
In many European cities the use 
of flowers in retail shops is uni- 
versal, This concern adopted the 
idea,. partly as an advertisement 
and partly to bring into harmony 
the upper windows of the diverse 
buildings it occupies—the Filene 
business has grown from the 
original store into several build- 
ings of different architecture and 
height on either side. Geran- 
iums and trailing vines, making 
a harmonious color scheme of 
scarlet, green and white, have 
blended the whole mass, and the 
display attracts wide attention. 
It is rather a costly way of ad- 
vertising, however. Says a writer 
in the Boston Transcript: “The 
work is done by contract with a 
firm of florists, which agrees to 
place the window-gardens in 
position, care for them through 
the season, and replace any. dead 
or otherwise defective plants. 
Every day the services of four 
skilled gardeners are required to 
water and tend the plants, be- 
ginning at four o’clock in the 
morning and working for several 
hours, or until about the time for 
* opening of business for the 
day.” 


The 
Metropolitan 
Magazine 


again heads the Maga- 
zines in increased busi- 
ness for August. 


The statement which 
it is prepared to mail 
to any advertisers in- 
terested, shows that 
it has led the maga- 
zines every month of 
late, with the excep- 
tion of July, when it 
was second on the 
list. 





A RATE card giving shin rates 
for real estate advertising in 
thirty-eight New York newspa- 
pers is being sent to advertisers 
by the Real Estate department of 
the Gerald B. Wadsworth Co. 
The card which is the size of a 
number nine envelope is, per- 
haps, the most complete real 
estate rate card yet issued. 


The Forbes Com- 
Enlisting pany, Philadel- 


Architects. pia, manufac- 
turing a water sterilizing appara- 
tus for installation in buildings, 
is sending invitations to the archi- 
tects of the United States to in- 
sert _pictures of buildings they 
have designed and fitted with the 
Forbes apparatus. The architects’ 
names are to appear in connec- 
tion with the pictures, and a 
book will be made for distribu- 
tion in the profession, bearing the 
title, “Architects Who Are Ahead 
of the Times.” The Little 
Schoolmaster suggests “abreast” 
for “ahead.” The latter means 
previous. 
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CONCRETE FACTS ON MU- 
NICIPAL PUBLICITY. 


THE ESSENCE OF THE REPLIES FROM 
173 CITIES WHICH FURNISHED 
“PRINTERS INK” WITH INFORMA- 
TION REGARDING THEIR ADVER- 
TISING, 


“Has your city done any sys 
tematic advertising since 1900? 
If so, what methods were em- 
ployed? What mediums used 
and which yielded the best re- 
sults? Did it pay?” These were 
some of the questions included 
in a list of twenty recently sent 
to the leading business organiza- 
tions in four hundred and thirty 
municipalities throughout _ the 
United States. One hundred and 
seventy-three answers were re- 
ceived, and all except one ex- 
pressed the strong belief in the 
value of municipal advertising, 
although about two-thirds con- 
fessed that no systematic effort 
had been made by their city. 

Some of the best examples of 
results obtained afford much that 
will be of interest and value to 
other cities. For the pleasure 
resort development no city, per- 
haps, in the United States can 
show a better record than ‘At- 
lantic City. Out of a desolate 
sand waste, money, push and ju- 
dicious advertising has created a 
city with a permanent population 
of more than 40,000, a real estate 
valuation of one’ hundred million 
dollars, bank deposits aggregat- 
ing over ten millions, and that 
has an average of 300,000 visitors 
every day during the summer 
season, who spend a total of one 
hundred and ten millions annual- 
ly. To achieve this result mil- 
lions -have been spent in adver- 
tising, and last year “from 
$20,000 to $25,000 was spent in 
what is called “combination ad- 
vertising,’ while from $100,000 
to $250,000 was spent by the 
hotels and reaf estate interests 
generally. The largest part of 
the money was used almost ex- 
clusively for space in the metro- 
politan dailies, such as the lead- 
ing papers of New York, Phila- 
delphia and Pittsburg. The com- 
bination ads usually occupied 
from three hundred lines to a 
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full page, while the individual 
hotels used from five to three 
hundred lines, mostly in the hotel 
and resort columns, 

Albany, N. Y., advertises to 
increase its population and _ jn. 
dustries. To this end the Cham. 
ber of Commerce has used cir- 
culars and booklets only, system. 
atically distributed and in rather 
a unique manner. Some of its 
features are described as follows 
by the secretary : 

“Each year in the fall there 
come into Albany four large ex. 
cursions from Boston, and we 
have made ,a_ special feature of 
getting the excursionists to re. 
main in Albany at least one 
night; have arranged a special 
attraction for them and sent rep. 
resentatives of Albany to Boston 
to come in on the excursion 
trains; and have issued special 
printed matter, which has_ been 
distributed to the excursionists 
and sent 
quantities. 

“We have also made a special 
effort to make the stay of tour- 
ists. while in Albany _ pleasant, 
having a boarding-house register 
and information bureau in our 
rooms, 

“Then we _ have circularized 
the large fairs each year, calling 
attention to Albany as a residen- 
tial city, also to the fact that 
work can be found in the fac- 
tories of Albany.” 

According to the Year Book 
for 1907, 30,200 pieces of printed 
matter were thus distributed in 
IQ0I; 125,500 in 1902; 70,000 in 
1903; 66,000 in 1904; 10,000 in 
1905; 44,700 in 1906. During the 
last year four new _ industries 
were established in Albany as the 
result of this advertising and, no 
doubt, there have been other 
benefits derived. 

The Chamber of Commerce of 
Elmira has used and is using 
all methods of publicity, sucli as 
newspapers. magazines, _ trade 
journals, booklets and circulars, 
the total cost of the service ag- 
gregating on an average $33.000 
a year. Part of this amount— 
$20,000—is taken from a fund of 
$150,000. which has been raised 
for subsidizing plants that cannot 


out by mail in large 
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be induced to locate for other 
veasons, and this fund is to be 
spent at the rate of $20,000 a 


year, 


says as to the 
relative value of mediums, “Of 
all our advertising we are con- 
{ident that we have had the best 
results from newspaper work.” 

No detailed account of the cost 
and results from advertising is 
given, but the total results are 
summed up as follows by the 
secretary: “Between the 2oth of 
November, 1905, and May st, 
1907, we have secured seventeen 
new industries, which, when they 
are all in operation, will employ 
a total of nearly 3,000 hands; 
have brought about twenty -State 
conventions to the city, and have 
done much in the way of muni- 
cipal improvement.” 

Besides utilizing the ordinary 
advertising and booklet methods 
of city promotion, Cedar Rapids, 
Ia., has used the “Trade Excur- 
sion,’ which has been used else- 
where but not extensively. The 
secretary writes: 

“Since 1902 we have had thir- 
teen Trade Excursion trips, vis- 
iting over 200 towns in Iowa, and 
as far as Ellsworth, Minn., and 
Sioux Falls, South Dakota. The 
first twelve of these trips were 
limited to a distance of one hun- 
dred miles from Cedar Rapids, 
leaving in the morning and re- 
turning in the evening, visiting 
about fifteen towns during the 
day, with about two hundred of 
our people and a band of twenty 
pieces. 

“Last month (May) we took a 
three-day trip, covering forty- 
six towns. We had fifty business 
men, a band of twenty pieces and 
ten railway officials, besides the 
train and Pullman crews, all com- 
fortably cared for by the best 
Pullman service the Rock Island 
System could afford. The heads 
of manufacturing _ institutions, 
wholesale and jobbing houses, 
bankers and other business men, 
joined in this opportunity of vis- 
iting the large number of towns 
and cities within the patronizing 
territory, thus having a chance to 
call upon their customers and 
the business representatives and 
thereby gain a better understand- 


The secretary 


ing of local conditions and pros- 
pects, and conserve the interests 
of all concerned. The larger 
firms were accompanied by their 
traveling men, so as to give them 





¥ARM LANDS FOR SALE. 


IF YOU want to know where to make a 
fortune raising alfalfa in our ideat 
write Chamber Commerce, 
room 200, Astoria, Oregon, for details. 
O YOU want a potato farm in Oregon, 
where potatoes grow to greatest perfec~ 
tion and where you can make $00 an 
acre clear {n- balmy climate? Ten-acre 
Oregon potato farm will make you inde- 
pendent for life; $500 will start you. 
Write Chamber of Commerce, room 200, 
Astoria, Oregon. 








HOG HEAVEN! Come fo Oregon perfection 
hog-raising country, where there is green 
grass and mild weather all year round; 
where hogs can be quickly fattened on 
rutabagas, the best hog food; where pork 
is the highest. price. he: hog-raiser’s 

can be raised cheaper than 
Address Chamber of Commerce, 
room 200, Astoria, Oregon, for particulars. 





COME to Oregon all-the-year-round- -green- 
grass country,. where sheep can be raised 
to better advantage than anywhere else 
on earth. .Write Chamber of Commerce, 
room 200, Astoria, Oregun, far location. - 





COME to the Oregon dairying country, 
where a .cow can be raised ag cheap as 
a hen. Green grass all year round; balmy 
citmate. Oregon butter always at pre- 
mium and never sells at less than 25c a 
pound; often twice that. Tide lands, im- 
proved and unimproved and_ mountain 
forest land for sale. Write Chamber of 
Commerce, room 200, Astoria, Oregon, for 
prices and free literature. 





ASTORIA furnishes some most excellent op- 
portunities for good, thrifty .market gar- 
deners. Best climate on earth. Cheapest 
water transportation. Address Chamber 
of Commerce, room 200, Astoria, Oregon. 


MALE HELP WANTED. 


HIGH-CLASS promoter wanted, who can 
interest men with big capital in develop- 
ment enterprise at. mouth of Columbia 
River. Good money to the right man. 
Address John H. Whyte, manager, Cham- 
ber of Commerce, room 200, Astoria, Ore- 
gon. 











LOOK here, you mill employes: If -you 
want chance to get.in on ground floor in 
biggest flour mill enterprise in world, on 
the co-operative plan, write Chamber of 
Commerce, room 200, Astoria, Oregon, for 
further details. Astoria, the big port at 
mouth of mighty’ Columbia River, des- 
tined to control wheat situation of entire 
Northwest. ‘Remember, two-thirds of.all 
people of the world live on the Pacific 
shores and ‘they will -always consume 
more and more good American wheat 
flour. Astoria, the best point in America 
for exporting flour. Fortune knocks but 
oe at vour door. This js it. Write tos 

ay. 





WANTED-— 10,000 wood choppers to go into 
our forests and chop their way out rich. 
Only a sharp ax and ability to handle it 
are needed. Best location for portable 
sawmill. Address Chamber of Commerce, 
room 200, Astoria Oregon, 


COME to golden Oregon, where working 
people don’t have ma Ne: in municipal or 
charitable apartm houses. There are 
ony a half million. ‘people in Oregon now,; 
soon there will be million. .You ought 





to ‘take thts ten- fo vone shot. Get .next 
by. writing to Chamber of Commerce, 
room 200, Astoria, Oregon, for literature. 





an opportunity to introduce the 

head of the firm and otherwise 

cement the business relations. 
“As to the expense of the last 
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three-day 
$38.20 for each person, 
transportation, 
meals. The 
stocked with articles 
most of which were 
either in or around 
Rapids, 


“This city is comparatively a 
having a little over 
30,000 population at the present 


small town, 
time. It is important, however, 
in the manufacturing line, having, 
according to the 


city in Iowa. 


factory results. 


excursion: It cost 
including 

sleepers and 
dining car was 
of food, 
produced 

Cedar 


United States 
Census Bureau, a larger amount 
of manufacturing than any other 
Our methods of 
advertising have produced satis- 


“Indicative of the scope of tiie 
campaign, these are a few of thie 
publications that are now beii g 
used for a series of classified a_ 
vertisements : Chicago News, 
Record-Herald and Tribuie, 
New York Herald and Worl; 
Boston Herald, Philadelphia /;:- 
quirer, St. Louis Globe-Demo- 
crat, Minneapolis Tribune, St. 
Paul Dispatch, Pittsburg Dis- 
patch, Cleveland Plaindealer, 
Kansas City Star, New Orleans 
Picayune, Attanta Constitution, 
Collier's Weekly, Outlook, Cuos- 
mopolitan, Everybody's, Sunset 
and Pacific Monthly. 

“Many Canadian papers are 
also on the list, together with the 


In the way of increased popu- leading daily papers of Berli 
lation, Oakland, Cal, has J i : 
achieved larger results than any 
other city in the United States in 
the shortest space of time. In 
1900 it had a reported population 
of 66,960, while in May, 1907, a 
conservative estimate, it is said, 
would place the figures at Hill! 
235,000. The Chamber of Com- ff 
merce has conducted the cam- 
paign of publicity and has used 
extensively popular magazines J ; 

4 A Revels in prosperity. 
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and appropriate follow-up litera- 
ture. The results have been ex- 
ceptionally good. Replies to the 
advertising are received at the het an 
. water rate competition among 7 
_ of from six to fifty letters a BRA? great roads andthe Alabama citer to 
ay. = b 3; 3rd. — Inexhausti! 6 iron, coal, a 
“Advertising a city through Stash dead gets, aonaen “gh. 
the medium of ‘the classified : —Rich surrounding country supports big mercan- * 
columns of the leading. daily, 7 spt; tine shook, churches, public improvcnsn 
weekly and monthly publications pure water, and perfect climate. The merchant, manu- 
of the United States, Canada and §Scwrt. Romesrke. javcner sare welcomed. Write for 
° . + te booklet and information co the basiness men’s organization 
Europe, is the original publicity [tye commerci® cws, Dept. B. Montgomery, Ala. 
plan undertaken by the Astoria I 
(Oregon) Chamber of Com- — 
merce,” remarks its manager. Paris, London, Manchester, 
“The intention of this campaign Birmingham, Glasgow and Dun- 
is to appeal directly to the very dee. 
man or woman who is sought as “Experiments on a small scale 
a new resident of the city at the have been so productive of re- 
mouth of the Columbia river. sults that the Astoria Chamber 
“Through such classifications of Commerce has authorized a 
as ‘Male Help Wanted,’ ‘Busi- classified advertising campaign 
ness Chances,’ ‘Farm Lands,’ and of almost world-wide propor- 
‘Investments, the Chamber of tions.” 
Commerce expects to reach idle The best detailed answer to the 
capital, tourists and people who list of twenty questions came from 
are on the keen lookout for op- the Secretary of the Santa Cruz 
portunities to invest in the rapid- (Cal.) Board of Trade, who 
ly developing industries of the writes: 
Pacific Coast country, or make “Systematic advertising for 
their homes there, this city and vicinity began ‘in 
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Among 


f¥ Southern cities, Montgomery is \3 


oy preeminent. Because: 18t.—She 
is Alabama's capital; 2nd.—Has rail 
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For the year 


September, 1904. 
ending October 11, 1905, there was 


spent, $6,953.97; for the year 
ending October 10, 1906, $4,740.15, 
all of which was paid by the 
Board of Trade. 

“For the purpose of increas- 
ing business and population we 
have advertised in standard maga- 
zines and serials, printed and 
distributed our own _ literature, 
made use of special write-ups 
and stereopticon lectures, always 
in a territory outside of Cali- 
fornia, by carrying on a_ sys- 
tematic and, continuous corres- 
pondence with the inquirers, by 
the sending out of pictures, both 
framed and unframed, to_ be 
placed in advantageous localities, 
by affiliating with the California ooo 
Promotion Committee, by bring- 
ing excursions into our section 
as guests of the organization. 

“We have been successful in 
sending out, previous to our sum- 
mer season, qualified men, with 
specially prepared literature, 
who make a tour of all the im- 
portant points in the two great 
valleys, as well as in Arizona. 
A house to house, and office to 
office, distribution of this litera- 
ture is made by these men in 
each town or city which may be 
on their itinerary. 

“We have used the following 
periodicals: Sunset, Collier’s, 
Ladies’ . Home Journal, Out 
West, Country Life in America, 
Saturday Evening Post and 
Western Empire. The Saturday 
Evening Post was, by far, the 
most productive of inquiries; we 
received 252 replies in three 
weeks. The results have been 
so satisfactory that we are only 
sorry we cannot extend the cam- 
paign.” 

The Merchants’ and Manu- 
facturers’ Association of Lynch- 
burg, Va., has used the local 
papers extensively during the 
years 1903, 1904, 1905 and 1906, 
to attract trade to the city. The 
secretary reports the results as 
indefinite but entirely satisfac- 
tory. But no further explanation 
is offered as to how’ this conclu- 
sion is reached. 

The city of Memphis never ad- 
vertised its advantages until the 
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organization of the Industrial 
League in 1901. Although its 
commissioner reports the _ total 


amount of funds used—all con- 
tributed by the members—has 
been small, the results achieved 
are unequaled by any other city, 
which indicates a wise and effec- 
tive use of the cash in hand. Its 
natural advantages are so superi- 
or that it has not been necessary 
to offer any other inducement to 
secure the location of new in- 
dustries. The league has used 
daily newspapers, trade journals 
and magazines, besides a_ large 
amount of books and circulars. 
This work has resulted in the lo- 


cation of ninety plants since 
1901, representing nearly $24,- 

000,000 and employing over 
12,000 hands, thus adding be- 


tween fifty and sixty thousand to 
the population. 

One of the most extensive and 
best prepared campaigns was 


SANTA CRUZ ae 
CALIFORNIA £2" 


Capitalists, Fruit Growers and Farmers. Mt Natural 
Sanitarium" for health seekers. Send 2c. stamp t? 


Board of Trade for Booklet C 


conducted by the Commercial 
Club of Montgomery, Ala., com- 
mencing last fall. The secretary 
thus describes the movement: 
“Unquestionably the most im- 
portant work undertaken by the 








club was what is termed ‘the 
1910 movement.’ The ways and 
means committee raised over 


$10,000 for a fund to be devoted 
to giving publicity to the op- 
portunities offered by Montgomery 
as a place of residence and of 
business to home seekers, inves- 
tors and business men. 

“Before placing our order for 
advertising space we prepared 
and printed 10,000 copies of a 
descriptive and illustrated bro- 
chure of Montgomery and its ad- 
vantages, at an expense of $1,000. 
Then we secured the services of 
an advertising expert from 
Atlanta, who planned the adver- 
tising campaign, furnished copy, 
etc.. using the following me- 
diums—Saturday Evening Post, 
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October 20, December 8, 1906, 
and January 5, 1907; McClure’s, 
November and January; Every- 
body's, December and February; 
New York Sun, November; New 
York Times, December; Chicago 
Tribune, November ; Boston 
Herald, December; Breeders’ 
Gazette, January ; Twentieth 
Century Farmer, January. This 
space cost ‘us $5,068.50, and we 
paid an additional $1,500 for a 
year's advertising in a syndicate 
of Scandinavian newspapers, 
“The first ad appeared in the 
Saturday Evening Post, Oct. 20, 
1906, and from that date to Feb. 
15, 1907, 568 inquiries had been 
received from that and_ subse- 
quent ads in that and other peri- 
odicals which related to indus- 
tries, business opportunities, in- 
vestments, farm lands, employ- 
ment, professional lines, educa- 
tional, mining and miscellaneous. 
“The . advertisements were 
keyed so that we can tell from 
the responses the medium in 
which our advertising produced 
the best results. A record of 
this has been kept and will be a 
material help in future advertis- 
ing, if the club wishes to keep 
up this advertising so auspicious- 
ly begun. Inquiries have reached 
us daily, and from nearly every 
State in the Union. Letters have 
also been received from Canada, 


Mexico, Japan, Germany, Porto 
Rico and the Hawaiian Isles. 
These replies have not come 


from any one class, but from all. 
“The results up to March Ist 
may be summarized as follows: 
The money spent with the big 
dailies was practically wasted. 
The money expended with the 
monthly magazines brought fair- 
ly good results, but the Saturday 
Evening Post paid best. From 
this source we obtained at least 
seventy per cent of the inquiries 
received, which came from every 
portion of the United States and 
Canada. The ‘Scandinavian ad- 
vertising covers a year's -contract, 
and we expect to receive returns 
from that for months to come. 
“The total number of inquiries 
to March Ist amounts to 620. 
We have located six families and 
two factories. Our manufactur. 
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ing committee has appointments 
with six more factories, and we 
are confident that others will 
follow.” 

In reply to the question as to 
whether special write-ups in 
local papers paid the vote was 
about equally divided. Nearly all 
agreed that the city should share 
the expense although they were 
equally certain that the handling 
of the funds and the direction of 
the campaign should be placed in 
the hands of some business or- 
ganization. Most of the replies 
expressed fear of graft if city 


officials were allowed to handle 
the money. 
The business —_ organizations 


everywhere seem ‘to be convinced 
of the idea that to keep abreast 
of the times it is necessary to ad- 
vertise, so that there is practical- 
ly no work to be accomplished in 
this direction. There are some 
suggestions contained in the 
foregoing information, however, 
by which many cities might be 
profited, and especially those that 
contemplate the preparation of 
an advertising campaign. With- 
out hesitation the writer would 
recommend, first of all, placing 
on the library table of every busi- 
ness organization a copy of 
Printers’ INK. Next get an ad- 
viser who knows something about 
municipal advertising, then you 
will be more certain of hitting 
the bull’s eye and of achieving 
the desired results. 
WILLIAM, S. CRANDALL, 


—_ +> 


A LARGE space, like a cannon crack- 
costs more money, but it also gets 
Magazine. 


er, 
more attention.—Selling 








EXPERIENCED PATENT 
MEDICINE. MAN 
WANTED. 


We want a man to fill an im- 
portant post abroad. Applicant 
should state full particulars of 
experience, whether married or 
single, his age and full qualifica- 
tions for managing patent medi- 
cine business in an important 
foreign country. Applications 
will be treated in strictest confi- 
dence. Apply — Foster-Milburn 
Co., Buffalo, N. Y. 
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WANTED—A MAN. 





JOHN ADAMS THAYER’S ADVERTISE- 
MENT FOR A LITERARY STAR, AND 


THE REPLIES IT BROUGHT—HAS 
FOUND TWO OR THREE, HE 
THINKS—NOW WORKING ON 
DECISION—-PREPARATIONS FOR 


LAUNCHING THE NEW MAGAZINE 
THAYER IS TO PUBLISH IN NEW 
YORK, 





It has been the writer’s privi- 
lege to learn, here in Paris, the 
remarkable story of the efficacy 
and outcome of a good ad well 
placed; moreover, it is a story 
that should hold a peculiar and 
particular fascination for the 
readers of PRINTERS’ INK because 
the ad originally appeared in that 
publication in common with sev- 
eral others. 

It was en route between Man- 
chester and Sheffield, England, 
that I read in Printers’ INK an 
advertisement of such pulsating 
interest, that although it stipulat- 
ed for the other side of the At- 
lantic, it caused me to wonder if 
I, too, could not get a position 
that would enlarge my work and 
responsibilities in the publishing 
line; so much so, that immedi- 
ately upon arrival at my destina- 
tion I sent through my applica- 
tion by express—and have since 
learned that quite a large num- 
ber of men did the same, in re- 
spect to their applications. 


What was it? ‘“Wanted—a 
man.” 
Simple request seemingly—but 
stay ! 


The man was to combine to 
some extent the writing ability 
of Edward Bok, Thomas W. 
Lawson and Arthur Brisbane— 
versatility personified—the in- 
sight into human nature of a 
Balzac—yet withal the power of 


expressing the most noble of 
thoughts, the most vivid trend 
of imagination and _loftiest of 
aspirations, interestingly, truth- 
fully, nevertheless forcefully, in 
goo, simple English. 

This man, what will he be- 
come ? 


The editor of one of the de- 
partments ot a new (or old) 
weckly (or monthly) publication, 
to. be issued over the name of 
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John Adams Thayer as publisher. 

Such was the announcement 
that has created what has been 
verily the most remarkable re- 
sponse probably ever brought 
forth by an advertisement for “a 
man.” I speak from experience 
because it has been my good for- 
tune to see the replies. It hap- 
pened this way: Mr. Thayer wrote 
me to meet him in London. He 
wanted a man at once for a num- 
ber of weeks to assist in the 
classification and work made 
necessary by the volume of re- 
plies, and while I had anticipated 
my usual cycling tour in the 
South or Scotland, I was glad to 
give it up and spent my _ holiday 
with Mr, Thayer in Paris. 

It is unnecessary for me to tell 
you about him: he is known to 
you all on the other side, but of 
the replies to the “ad” I could 
say much. 

I asked Mr. Thayer in London 
to tell me something of the class 
of men that replied to his an- 
nouncement. 

“To quote all sorts and condi- 
tions of men,” he said, “is about 
the best descriptive evidence I 
can give. There were magazine 
editors, advertising men, news- 
paper men, authors, artists, 
preachers, lawyers, doctors, stu- 
dents, college professors, school 
teachers and workers in other 
fields; but what impressed me 
most was the remarkably high 
average of intelligence displayed 
by these men from so many 
walks in life, and the striking 
originality of thought and ex- 
pression in their letters.” 

The method and persistency of 
sending the letters was, too, very 
keen—telegrams, cables, ex- 
press letters and registered pack- 
ages—showing how deadly in 
earnest each man was—and 
women, too, for that matter, for 
there were quite a number from 
the gentler sex. 

Having just returned from a 
tour through Italy in his auto- 
mobile, Mr. Thayer’s story is the 
narrative of a man who was fol- 
lowed practically all over South- 
ern Europe by insistent, persist- 
ent answers to his advertisement. 
In sunny Naples, where the na- 
tives pay no heed to urgent busi- 
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JoHN ADAMS THAYER, 
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ness, and where the spirit of 
“laisser aller’ is heavy in the 
perfumed air, the replies began 
coming in. They were handed 
to Mr. Thayer as he gazed on 
Vesuvius—about the only other 
thing active in all that country. 
The men who wanted that place 
with his forthcoming publication 
intruded themselves upon his 
notice as he walked in the streets 
of Pompeii, a city that has been 
dead nearly two thousand years. 
There was nothing dead, how- 
ever, about the men who answer- 
ed that advertisement. They 
followed Mr. Thayer to Rome, 
and they halted him at _ the 
threshold of his hotel as he went 
to a private audience with ‘Car- 
dinal Merry Del Val, the power- 
ful Papal Secretary of State. 
They were with him at Florence 
and he could not escape them 
even on the Grand Canal at Ven- 
ice. They sent him their visiting 
cards in the shape of letters, 
telegrams and cables from Amer- 
ica and Europe. 

In Perugia, a registered pack- 

age arrived. It was so big that 
the authorities regarded it with 
suspicion, and when it was open- 
ed it contained scores of letters 
from men who had seen the ad- 
vertisement and “wanted that 
job.” : 
There was another big batch 
awaiting him at Lake Como, and 
they crossed over the border into 
Switzerland with him. Even at 
Aix-les-Bains, where people go 
to take the “cure” they were 
waiting—lots of them—and_ they 
continued to pour in while he 
was there. Then Mr. Thayer 
came directly on to Paris, and 
of course. at his home there, 
found more and still more replies 
from the army of gentlemen after 
that job. 

Their volume was so great that 
it proved absolutely necessary to 
have a printed form of reply. 

Some of the replies were in 
their very originality exceedingly 
witty and humorous, 

One man in applying for 
the position said that while he 
could fill the bill he had “never 
written for a living as he had 
always liked a good one.” The 
cepth of humor (conscious’ or 
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otherwise) in the above remark 
is obvious. Another writer said: 

“I don’t see why you should 
have to employ this method (re- 


ferring to the advertising) for 
roping in talent, but—possibly 
you know your own_ business 


best.” 
One man said he “would rather 
do this sort of work that eat.” 
One man lapsed into verse— 
par exemple: 
“Oh, say, 
Please look mv way! 

Of all things I might wish to be 
In this world, or hereafter, 
There’s nothing I would rather be 

Than be a para-grafter. 
See? 
That’s me! 
Oui, Oui!” 
WALLIS SCHOLEFIELD. 





The mass of replies received 
is now being sifted at Mr. 
Thayer's offices, 130 Rue de la 
Pompe, Paris, by a competent 
assistant, and while no decision 
may be announced for some time 
yet, the publisher said lately that 
he believed he would get a 
man as per specifications in his 
advertisement of last May, and 
perhaps two or three men wear- 
ing the triple halo of Bok, Bris- 
bane and Lawson. 

B. L. Chapman, until recently 
with Everybody's, has gone to 
Paris to help Mr. Thayer with 
his arrangements, and is to hold 
a responsible position on the 
business staff of his new period- 
ical. Mr. Chapman distinguish- 
ed himself by building up Every- 
body’s classified section. Maz- 
zanovitch, the painter, is work- 


ing on a_ series of covers at 
Moret, France, and Vernon 
Howe Bailey has commissions 


for Parisian and Italian sketches. 
Whether Mr. Thayer’s magazine 
will be a weekly or monthly he 
does not say, nor has any date 
been set for the first issue. The 
latter will run to at least 100,000 
copies, though, he announces. 


——_+>____—_- 


legs 


ADVERTISING needs these four 

to stand on: 
Reliability 
Organization 
Willingness and 


Work.—The Mahin Messenger. 
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PACIFIC COAST ADVER- 
TISING MEN’S ASSO- 
CIATION. 

The semi-annual convention of 
the Pacific Coast Advertising 
Men’s Association was held at 
Sacramento, California, on July 
20 and 21. Forty members were 
present from five States and 
Canada, and forty-odd members 
were taken into the association. 
The most important papers 
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THE STORY 
OF TOM JOHNSON 


Mayor of Cleveland, as told in 
the August issue of 


THE MAGAZINE ABOUT PEOPLE 


read before the conv ention dealt EDITED BY ALFRED HENRY LEWIS 


with 
phases. 
pear in coming 
ERS’ INK, 

The January meeting will 
held in Oakland. 

The officers of the association, 
all of whom were in attendance 
at the convention, are: President, 
Rinaldo M. Hall, Portland, Hall 
Advertising Agency; secretary- 
treasurer, Lewis H. Mertz, Los 
Angeles, Mertz’ Magazine; ‘chair- 
man membership committee, C. 
A. Warren, Portland, North- 
west Guarantee and Trust Co. 
chairman press committee, F. J 
O’Brien, Sacramento, Sacramen- 
to Union; California vice-presi- 
dent, H. P. Stabler, Yuba -City, 
State fruit-growers’ committee. 


2 


PERTH AND ITS PUBLICITY. 


How to advertise Perth as a resort 
for holiday-makers and as an_ ideal 
residential center has long troubled the 
minds of our Town Councillors (says 
the Perth Constitutional). Some of 
them have expounded brilliant ideas, 
but when they came to the crucial 
point it was declared that the Council 
had no money to expend in the man- 
ner proposed. Now we are led to un- 
Serta that the question has been 
reduced to the production of a “guide” 
for circulation in the city, and, by 
inserting advertisements, they hope to 
produce the guide at the expense of 
the private traders who respond to 
their solicitations for such advertise- 
ments. This is very good so far as 
it goes, but the “guide” will not ad- 
vertise Perth except amongst those 
who have already discovered that 
there is no more delightful place in 
Central Scotland wherein to spend a 
pleasant holiday. If the authorities in 
the Isle of Man, Blackpool, Scar- 
borough, Brighton, and each. like pleas- 
ure resorts had confined their enter- 
prise to circulating a “guide” book in 
their respective — they would 
never have been known. . — Advertising 


World (London). 


immigration in various 
Several of these will ap- 
issues of PRINT- 


be 


by his friend Brand Whitlock, 
the Mayor of Toledo, is strong, 
graphic, finely illustrated and is 
even more than a biography of 
Tom Johnson, it is a wonderful 
human life story of existing eon- 
ditions between the rich and the 
poor, the high and the low of 
to-day, and should be read by 
every American citizen. 

We would be pleased to send 
free, a copy of our August issue 


» to your address upon request. 


SHOP TALK 


We are guaranteeing a circu- 
lation of 


200,000 COPIES A MONTH 


from September to December 
inclusive and you can secure 
space for these four months at 
our present low rate, 50c. a line. 

Orders booked for ’08 starting 
with January must read $1.00 a 


line. We are booking a great 
deal of business for next year at 
this rate from satisfied adver- 
tisers. 


HUMAN LIFE 
PUBLISHING COMPANY 
93-95 Broad Street 
Boston, Mass. 

St. Louis Chicaco =. New _ York 
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‘FOUR MILLION 
DOLLARS’ | You can- 


worth of business resulting from 
a seven months’ advertising 


Z, campaign of a new article with no 
Ff t cover 





an expenditure of less than two 
thousand dollars is the record 
I have made as advertising 


PLE manager and sales manager of a 

EWIS manufacturing concern. I ama r e a e 9 
letter specialist too; an organizer; 

lock, a systematizer; a concentrator. EE IRN Sf 


ron You can secure my adver- 
8 tising and selling experi- ( leveland 
ind is ence if you will pay the 
hy of price. Your article must have 
genuine merit and your policy 


erful must be broad enou < 
gh to support 
 eon- a carefully planned campaign. W i t h O u t 
d the Trade building, to be lasting, re- 
quires architectural skill backed 


w of by good material. If you have 

ud by the material, I have the skill the NEWS 
and their combination will s 

bring you the desired re- 

send sults. Address “AAA-l,” Print- 


issue TT. 8’ Ink. i 























A Lesson In Progressiveness 
Gain of 176,314 Lines. 


First six months of 1907, 2,002,952 lines 
First six months of 1906, 1,826,638 lines 


Gain - - 176,314 lines 


The TIMES-DISPATCH’S Second Annual Education 
Number printed 32,760 lines of School and College Announce- 
ments. ‘The largest amount ever printed in a daily newspaper. 

It prints more real estate and banking advertising than any 
other paper in America in city of less than one hundred and 


fifty thousand. 
THE TIMES-DISPATCH, Richmond, Va. 


It Is Supreme In Virginia. 


N. M. SHEFFIELD SPECIAL AGENCY, 
New York. Foreign Representatives, Chicago. 
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" APPLETON’S 


MAGAZINE. 15 cents a copy. $1.50 a year. 





It contains only the best. For 75 years the name 
of Appleton has meant the best. It means that 
and that only inthe case of the magazine to which 
the name of Appleton has been given for a year. 














APPLETON’S MAGAZINE appeals to the cultivated 
and prosperous classes. They are the classes that. pur- 
chase. They are particular but they purchase. 














The GUARANTEED CIRCULATION is 


100,000 


ADVERTISING RATES: $100 a page and pro 


rata down to the eighth of a page. 
Sample Copy GRATIS. 
D. APPLETON & CO., PUBLISHERS, NEW YORK. 





























Trusted with Bank Account. 





Office of THe INDEPENDENT, Johnstown, Ohio, July 25, 1907. 


PRINTERS INK JONSON, New York City. 
Dear Sir:—I ‘enclose my check in a Ship one hundred pound 
keg news ink by freight and fill in the amount in the check. 
Very respectfully, 
WiuiAM A. AsHBROOK, Publisher. 


Mr. Ashbrook has been a steady customer of mine for many 
years, and never fails to compliment my goods. It is rather 
gratifying to know of the implicit confidence he has in 
me when he sends his blank check and requests me to 
fill in the amount due for his order. I have built up a 
reputation in the ink line for honesty and fair dealing with 
my customers, and I[ have no doubt that every one of them 
would trust me with their bank account, same as Mr. Ash- 
brook. All I ask is a trial order, and if the inks are not 
found satisfactory, the money is refunded, also the trans- 
portation charges. 
Send for my sample book and price list. 


ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York 
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MARY BAKER G. EDDY 
“THE STORY OF HER LIFE AND THE 
“s HISTORY OF CHRISTIAN SCIENCE — - 


The Highest 


Commercial Standard 


sale in MCCLURE’S MAGAZINE whose business is 

not conducted on the plane indicated by the 

articles which have made MCCLURE’s the influence that 
it is in the country. 

Only a vital, influential, powerful, fearless and con- 

scientious magazine can prove the best advertising medium 


N MANUFACTURER can offer his goods for 


for self-respecting, fairly-priced, honestly-made goods. 


CURTIS P. BRADY, Advertising Manager, 
44 East 23d Street, New York. 


FREDERICK C. COLE, Western Representatives, 
FREDERICK E&. M. COLE) Marquette Bldg., Chicago 


New England Representative, 
EGERTON CHICHESTER } Penn Mutual Bldg., Boston 


Ask for the Key to the Market- 
place of the World 
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=a] coe 
HARDWARE 
DEALERS’ 
MAGAZINE 


wis wUlardware 
| Dealers’ 
Magazine 


253 Broadway, New York 


One Dollar a Year 


DANIEL T. MALLETT, Publisher BENJAMIN he ROWLAND, Advertising 


JAMES H, KENNEDY, Editor Manage 
EDWARD G. BALTZ, Associate Editor A.J. WAR NER, Western Manager 









































SPECIALIZED JOURNALISM. 


The men behind the Hardware Dealers’ Magazine 
are practical Hardwaremen. Men who have actually sold the 


goods over the counter or on the road. 

Every line of reading matter talks business—Hardware busi- 
ness. Every page bristles with business ideas. 

21,000 Buyers—Real, Active, Practical Business Men—read 
the Hardware Dealers’ Magazine—read it every issue. 

It is estimated that these Buyers expend more than one and a 
quarter billion dollars annually for Merchandise. 

Most of them learn Where to Buy and What to Buy through 
the Hardware Dealers’ Magazine. 

The Hardware Dealers’ Magazine has the largest cir- 
culation in its field with rates less per thousand copies than any 
known method of reaching the Hardware trade. 

It takes courage to advertise; but the secret of successful ad- 
vertising is sticking ; staying with ‘the job. If you have the goods 
and your prices are right your nerve is nothing more than good 
business sense. The start doesn’t count. Anybody can start. It 
is the fellow who keeps up the persistent jog who wins. His adver- 
tising may not be very showy or occupy very large space, but if it 
is regular and if it appears in the Hardware Dealers’ Maga- 
zine it is spread out before 21,000 Buyers for stores. 

The fact is if you have the goods to sell you are wasting your 
time if you are not advertising, and the Hardware Dealers’ 
Magazine gives you more advertising value for your money than 
any other trade journal in the United States. 


Specimen Copy and Rates upon request. 
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*COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


INK WILL RECEIVE, 


41 UNION SQUARE.N.Y. 


FREE OF CHARGES 


CAITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


The design designated as No. 
I was reproduced from a stand- 
ard magazine devoted to the in- 
terests of nurses. This adver- 
tisement is for a concern whose 
name and address does not ap- 
pear at all. The full length fig- 
ure of a nurse is shown on a 
very blurry and_ unsatisfactory 
background that has no real ex- 
cuse for existence, and when a 
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No.1. 
diligent search is made for the 
article advertised, namely, the 
Pneumatic Rubber Heel, it might 
as well be at the North Pole, 
where everything seems immune 
from discovery, as in the space 
and location selected. for it by 
the artist who drew the design. 
[he nurse is holding a rubber 
heel in her hand, if we are by 
any means sure that it is a rub- 
ber heel. The imagination 
might as well conceive it to be 
a tonic or a book-jack, so clever- 
ly has it been hidden by the lim- 





itations of space and by the 
overshadowing background. The 
two up-and-down lines of type 
are irrational and almost unread- 
able, and the trademark lettering 
below the figure is productive of 
strained eyes. Just why fog- 
bound advertising pictures ever 
attained such wide-spread popu- 
larity we never could  under- 
stand. Picture and background, 
to achieve strong pulling power, 
should be as clean and clear as 
modern understanding can make 
them. 

The rubber heel is 
rectly drawn in our revision of 
this advertisement as shown in 
design No. 2, but it will serve to 
demonstrate the sensible way of 


not cor- 








bringing out the salient features 
of the ad in a desirable and con- 
vincing manner. 
x x: * 

Some magazines refuse to print 
a solid black background in an 
advertisement, on the theory that 
it destroys the artistic appear- 
ance of the magazine, and that it 
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is also an injustice to other ad- 
vertisers using a less bold dis- 
play. When such a magazine re- 
ceives an engraving of this de- 
scription, they have it stippled, 
as in the case of the advertise- 
ment of the Franklin S, Miles 


FRANKLINS. MILES@: 


MANUFACTURERS OF 


SCREWS q 


OF EVERY DESCRIPTION ( 


295 4207 PHILADELPHIA Pasvaner i 





The disaster following this 
process is herewith illustrated. 
Perhaps the most melancholy 
feature of the whole scheme is 
that this ad was printed on its 
side, making it necessary to turn 
the clumsy commercial maga- 
zine entirely around in order to 
read the copy. A knowledge of 
magazine requirements and _ re- 
strictions could have been util- 
ized to excellent advantage inthe 
preparation of this advertise- 
ment, but here again, as so fre- 
quentiy happens, an opportunity 
to use strong, readable type with 
simple illustration was neglected. 

* * * 
Palmer Cox and his original 
creation, the Brownies, were 
popular yesterday. The cute little 








GALVANIZING and TINNING 


Wrought Iron, Malleable and Gray Iron Castings 


PLEASE NOTE that 
ALL GALVAN- 


for duramiity. 


24 Kettles in Constagt 
Operation. 


WILCOX, CRITTENDEN 
MIDDLETOWN, CONN. 














sketches were made to appeal to 
children and fulfilled their pur- 
pose well. They laid no claim 
to being serious. It is to be 
taken for granted that Wilcox, 
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Crittenen & Co., Inc., do taxe 
themselves seriously. They ma1- 
ufacture wrought iron, malleable 
and gray iron castings, and other 
serious products, and if there is 
anything funny or grotesque in a 
business of this kind we fail ‘o 
see it. You can, perhaps, afford 
to be funny if you are advertis- 
ing a new game or a false face, 
but when a subject is really diy- 
nified it seems a pity to lessen its 
character by introducing Brown- 
ies. People who purchase fix- 
tures of this character must, of 
necessity, be more or less matter- 
of-fact, and the excellence of a 
proposition can scarcely be em- 
phasized by ringing in so flimsy 
and so uncertain‘ a quantity 
the gnomes of fairyland. 
* . * 

Sometimes a clever 
possibilities miscarries 
lustrative conception. 


as 


idea with 
in its il- 
Whoever 








end elevated roads, 
ficient cannot bein 


APPLIED ELECTRICITY 
Five handsome volumes—Each mearly one foot high—Bourd 
dn 104 morocce—2,500 pages—Handsomely mabid tcps~ 
Gold stamped titles meee: 7 
Cesptied from the mont valuabie 


irettion CET the, american 


ery principle ta Mlvetrated “with special diag} 


We come mes moacents Our Looks offer (he best pias to demonstrate the superiority E 
of our methods of | ood tor 
pe = jestruction, tm or to prove this to (he pablic we oGer the. 
Special $19.60 Price for 30 Deys Only 
REGULAR PRICE {8 $30.00. 
Bent ony prepat yy ment! Power, July, ‘67. Study work carefully ond 


fon the 

Af eatiefactory send Let wune ‘one werk and owe ss Bae month until the wemee 

019 90 Paice be pale. Mf net adapted to your ‘Wo will send for the books at 
ation. , 


American School of Correspondence 














planned the picture of the cyclo- 
pedia advertisement shown had < 
definite thought in mind, that 
failure would be bridged over by 
the five volumes of the cyclope- 
dia. Sa far so good but it wa: 
by no means essential to mutilat« 
the books as they appear in th 
picture; and the same idea car 
ried out in a different way woul: 
have conveyed the impression de 
sired in a happier and more sat 
isfactory manner. 
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WINDOW __DISPLAY MOVED 
THESE GOODS. 


The window of a Broadway store 
that has been vacant for several 
months was occupied one day last week 
by a.large oil painting of a lightly clad 

woman and _ sporting nymphs. The pic- 
ture was labeled ‘‘For sale.” It was a 
showy canvas and nine persons out of 
ten who passed that way stopped to 
look at it. A surprisingly large num- 
ber stepped into the store to inquire 
into the history of the picture and the 
terms of sale. Before night the pic- 
ture was sold. The next day another 
took its place, only to be followed 
during the week by five others, all of 
which found ready purchasers. 

“When does the artist intend to 
move the rest of his stock in and fit 
up the entire store?”’ asked a curious 
caller. 

“He isn’t going to move in,” grinned 
the attendant who was the sole occu- 
pant of the store. ‘He isn’t going to 
fit up. He isn’t going to show any 
more pictures down here. He has a 
studio uptown. Those pictures he has 
had on exhibition here were old ones 
that he’s had on hand a long while. 
He found it impossible to sell them in 
the regular way. Nobody would even 
look at them. One day he saw the 
possibilities of this empty window. He 
rented it—-just the window—at_ so 
much a day. _The big canvases created 
such a sensation down here in a win- 
dow all by themselves that they 
brought excellent prices from people 
who wouldn’t have given them a sec- 
ond glance in a regular exhibition 
room,”—New York Sun. 








Advertisements. 


Advertisements in ** Printers’ Ink” cost twenty 
cents a line or forty dollars a page (209 lines) 
for each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and _ ten per cent on yearly contract paid 
wholly in ad fied position is 
demanded for an adv ertisoment, and granted, 
double price will be charged. 


WANTS. 


Ws Standard Typewriters, cheap 
for cash. BOX 635, Lincolnton, N. 0. 


DVERTISERS’ TALK about my good adver- 
tising work, Free. SETH BROWN, Chicago. 


ge ye FAKM SERVICE for dailie: 
mats or any way to suit. ‘ASSOCIATED 
FARM CRESS, 112 Dearborn S8t., Chicago. 


pais paying 1g $1000-$5000 now open for 

Salezmen, KF xecutive, Clerical and ‘Tech- 
nical men; write for booklet. HAPGOODS, 
3/5 Broadway, N. Y 


([HE circulation of the New York World, 

morning edition, exceeds that of any other 
mornmg newspaper in America by more than 
100,000 copies per day. 


A DVERTISER desires position where faithful 
services will be appreciated; year’s experi- 
ence; Pecnuces snappy, business-getting bs ope ; 
Powel ergeuste. JOSEPH BENRIMO, th 
-» Brooklyn, N. Y. 


y ANTED—To correspond with parties in need 
of capable advertising manager. Now 
¢ be loyed as assistant manager and copy writer 
aah bar} + t.— f©, - references. 
Address ” care nters’ I 


ascent NEWSPAPER MEN ‘WANTED to 
fill desirable itions now open. We 
— bee Bangg 7 aS , RK portunity tor 
v 
PERNALD'S NEWSPAPER ie Ss EXCHANGE, 
Springfield, Mass, 





6 ADVERTISERS’ MAGAZINE”—Tae | West- 
ERN MONTHLY should be read oy poreey 
advertiser and mait-orcer dealer. Besc “School 
of Aavertising” in existence. ‘lrial aceon 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas © Katy ‘Mo. 


V 7 ANTED—A bright, active, experienced man, 
with references, wanted in this territory 
to secure orders for advertising and subscrip- 
tions for New Yorks o:dest financial daily 
paper. Liberal commission. Address ‘“MANA- 
GER,” 60 New Street, New York City, Room 33. 


| oe 1ON WANTED, by young man, as assist- 

ant to advertising manager. Kecentiy 
—- from best le = of ad-writing and 
esi 
nals il advertising 
from beginning to end. Trenerensed in prac- 
tical field. First-class referencés. Five years 
in present position. “N. H.,” 220 Orange Street, 
New Haven, Conn. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ify for ready positions at $2)a week and over, to 
write for free copy 0} my new prospectus and 
endorsements from leading oye seep every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500, The best 
Ssth ng adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 


mana exceeds supply 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert, 471 Metropolitan Annex, New York. 
——__+>>——__——_ 


PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City 
Coated papersa specialty. biacanna “4 ‘Perfect. 
Write for high-grade catalogues. 
> 


PRINTING. 


ROMPT delivery of highest quahty printed 
business forms and advertising maiter, is 
our specialty. Let us estimate on your next 
pik ho It OnE job is a very technical one or re- 
exactness in all respects we can suit you. 

HE B BOUL TON SPRESS, Drawer 9, Cuba, N.Y. 


or 
ADVERTISING EXPERT. 


| ene can put your ad mortiotns de- 
partment on its feet. bees successful en- 
gagements; no failures. J. A. WILSON, Adver- 
tisement Expert, care Printers’ Ink, 
—_——~or——_—" 


HALF-TONES. 


Pare XT copper half-tones, 1-col., $1; anmer 
- in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown, Ohio. 


ge at hy R HALF-TONES. 
3x4, $1 ; 4x5, $1.60. 

Betenree, wien ce accompanies the order. 

Send for sample 

KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


EWSPAPER Publishers, coming into city at 
Grand_ Central Station, will find us con- 
venient to leave orders with, ae either j-b or 
newspaper half-tone. STANDARD EN RAV- 
ING CO., 40th St., cor. 7th yng 


pases or line productions. 10 square 
inches or smaller, detivered prepaid, 7ic.; 
6 or more. 50c. each, Casa with order. All 
newspaper screens. Service day and nigbt. 
} bowel for circulars. leferences furnisbea. 

r process-engraver. PF, O. Box 815, 
Patients iphia, Fa, 


cd 





SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag- 
azine cut inks than any other ink house in the 


rade, 
Special prices to cash buyers. 
tao PASTE prepared as needed. ‘Try 
Bernard’s Paste Powder; cleaner, better 
mucilage; mix it as needed 
216 carton, enough for 12 
months in average office; mailed postpaid to any 
address for 60 cents. BEKNARD, 609 Rector 
Building, Chicago, Ill. 
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BOOKS. 


BEST ae on Adver iting, $18 worth 
for $13. Dis.on 2or more. Send for list. 
PROFITABLE ADVERTISING, Boston. 


Forty Years an n Advertising Agent 


BY GEORGE P. KOWELL. 


The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the eaition (published Jast 
year) is now offered for sale. About 600 pages, 
5x8, set in p~ ¥- primer. with many half-tone 

portraits nd gold. Price prepaid. 

HE PRINTHC RS’ INK PUB LIS G CO., 10 
Spruce St., New York. 
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COIN MAILER, 


. 60 PER 1,000. For 6 coins $3. 
e ACME COIN CARRIER CO., 


printing. 
Bur ington,la 


$2: 


——_ +> — 
DISTRIBUTION, 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
dew. Our Men will pee your Advertising 
Matter careers and to any class of rae g 
ONE-FOURTH THE Cost of MAI 
will handle the business for you, or, if bn 
prefer to make your contracts direct with our 
Distributors, WE WILL MAIL YOU OUR DIS- 
TRIBOTORS’ DIRECTORY EK GUAR- 
ANTEE AN HONEST DISTRIBUTION, and will 
pay for marten. not so Distributed or ry 

WRITE US NOW. See if we can’t do some- 
thing bby References : Publishers’ % ‘om- 
mercial Union and Bradstreet. 


NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, [I]. 


——_ +o 
PUBLISHING} == OPPORTUNI- 


Editors 
Publishers 
Advertising Men 


who have made good should 


become better acquainted 
with my office. When things 
are not quite satisfactory a 
talk with some one who 
brings both knowledge and 
perspective to a _ situation 
may be worth while. A hint 
in time saves trouble. It will 
cost you nothing to talkover 
the situation a. you may be 
—_ of a frank statement. I 

egotiate most of the spe- 
ois ized publicationschanging 
hands in the whole country 
and my office has become a 
clearing house for publishing 
businesses. 

When may I see you? 


EMERSON P. HARRIS, 


Broker in Publishing Property, 
263 BROADWAY NEW YORK 


COIN CARDS, 


$3 PER 1,000. Iss for more; any printing 
e«} THE COIN WRAPPER Cv,, Detroit, Mic) 
— +e, 
ADVERTISING AGENCIES, 


A. O'GORMAN AGENCY, 1 Madison Ave 
e N.Y. Medical Journal advg. exclusively 


W. KASTOR & SONS ADVERTISING COM 
e PANY, Laclede Building, St. Louis, Mo. 


Ae [CULTURAL and Newspaper Advertising. 
A.C.THEGEN AGENCY, 422 Drexel Bdg.,Phila 


4 ie IRELAND ADVERTISING AGENCY 
2015 Tribune Building, New York. 
925 Chestnut Street, PhilaaelpLia. 


os ADVERTISING CO., Honolulu—Cos 

litan population makes our six years 

experience valuable. Newspapers, billboards 
walis, distributing, mailing lists. 


LBERT *RANK & Cu., 25 Broad Street, N. Y. 
General Advertising’ Agents. Kstablishea 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


ee 
PRINTERS. 
Ff print catalogues. bodklets. circulars. acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cv., 514 Main St.. Cincinnati, 0. 


> 
PA TE NTS. 


PATENTS that PROTECT 
Our 3 books for Inventors mailed on reco 
of 6 cts. stamps. R. 8. & A.B. I pat EY, 

Washington. b. 0, Estab. 186 








—_+o>—_—_ 
NEWSPAPER WRITING. 


AM WRITING newspaper advertisements, 

booklets, folders, circulars and follow-up 
matter that produce business. Charges mod 
erate. Write me on your letter head to-day. 
WARREN ECCLES, Trenton. N. J. 


PUBLICATIONS. 


ROFITABLE ADVERTISING, Boston, Mass. 
The leading advertising journal; $2 a year. 
Sample copy 20c. Vol.17 began with June. 


+e 


CUTS. 



























































One of a 
series of 75, 
Sent only to 
usiness men for 
three 2c. stamps. 
HARDING ADV. Co. 
653 BROAD STREET 
NEWARK, N. J. 
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ADVERTISING NOVELTIES. 


T SE advertising novelties. Buy direct; 2 sam- 
ples, 10c. J.C. KENYON, Mfr., Owego, N.Y. 
pridiadeores teh B mo 


MISCELLANEOUS. 


UR PRINTING IS DIFFERENT. 1t keeps in 
O mind the man who is to read it. A catalog 
or booklet printed by us has individuality and 
pulling power. It will cost no more than the 
snechanical kind. l.etus show you. REVEILLE 
PRESs, Vevay, Ind. 

—_ --_~+or-_—_— 
MAILING MACHINES. 
be DICK MATCHLESS MAILER. Mette and 


quickest. Price $14.50. F. J. VA TINK, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


—+e 


> 
PUBLISHERS. 


Newspaper Publishers 


DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 


ter 
CARD INDEX SUPPLIES. 


Ef prices on Stock Caras and Special Forms 
X from manufacturers. Cards furnished aoe 
t 0 


' ADVERTISING MEDIA, 
The advertising patronage with which 


THE THEATRE MAGAZINE 


is favored and its steady continuance is proof 
positive that advertising in its columns pays. 
Are you using space in it? 
Write for sample copy, rate and information. 
THE THEATRE MAGAZINE, 
26 West Thirty-third Street, New YorK. 


hes 1,200 homes iu Troy and Central Miami 

County, Ohio, by using the REcorD. Only 
daily. Delivered directly to homes in city 
alone. Read by women. Rate, 2-7c. line, net. 


FOR SALE, 


'}.HREE thousand small electros, general mer- 
cbandise, 3c. each. H. T. POINDEXTER, 
Kansas City. 


OR SALE--A rebuilt, two-letter linot; ;_im- 
Address THE RENTON 


mediate rite’ S 
REPUBLICAN CO., Kenton, Ohio. 


| er SALE—City “circulation of prosperous 
afternoon paper _in North Carolina city. 
Address “‘N. C.,” care Printers’ lak. 


TYPEWRITTEN LETTERS. 


AY, MR. ADVERTISER, are your form letters 
producing satisfactory results? If not, there 
must be something wrong with them. We pro- 
duce form letters that bring replies, and if you 
are having troubles along this line, tell them to 
us. We feel sure we can help you. Our form 
letters are actually typewritten, insuring careful 
consideration by the recipient, instead of going 
to the waste basket with the inferior imitation 
letters. If you don’t use form letters, we want 
to explain their advantages to you. Write fo 
mp le and prices, anyway. KEYSTONE AD- 
VERTISING CO., Drawer C, Emporium, Pa. 
——_ +0 . —— 
PREMIUMS. 


dy HOUSANDS of suggestive premiums suitable 

for publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred lines. 500-page list price illustrated 
catalogue. (©@@) Greatest book of its kind. 
Published annually. 35th issue now ready ; free 
S. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y 


——- 





all makes of cabinets. Special d 
a Trade. 
STANDARD INDFX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
“> 
BUSINESS OPPORTUNITIES. 
N AKE A FORTUNE.—$1 will start you in a 
4 leasant and profitable business at home; 
2 cents brings my complete plan, which guar- 
antees you success from the start, and ina few 
years will make you a fortune. EDWARD 
SMALLWOOD. Bloomington, Ind. 


> Ad 
ADVERTISEMENT CONSTRUCTORS. 


E originate advertising 
V V plans; we work for di- 
rect mail orders and 
do educational work for the bene- 
fit of the salesmen; we print and 
mail clever, impressive and con- 
vincing folder, catalogue and 
booklet matter; we place adver- 
tising in periodicals; we do all 
kinds of advertising work need- 
ful to get orders. 


“Edmund Barllet- 
Pha Ti Grade Literatures 


“395 Broadway, New York» 











Newspaper- 


dom New Tack 





We will pay Five Dollars for 
the Best Story of not more than 
five hundred words reaching us 
before September first, on the 
subject of 


“My Best Scoop’’ 


For the four next ‘best stories 
we will pay respectively, $4, $3, 
$2 and $1. Wind in your sail? 





NEWSPAPERDOM PUB. CO. 
: NEW YORK 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for windSw 
ecards orcirculars, und any other suggestions for bettering this department. 








CLarENcE H. Situ, 
Advertising Service for Retailers, 
Wholesalers or Manufacturers. 
Boston (Everett Station), Mass. 

Editor Ready Made Department: 

Dear Srtr—I am _ sending you for 
perusal and_ criticism one of those 
pieces of advertising literature’ that 
you seem to abominate—a folder. 

While I realize that this is a rather 
cheaply gotten-up affair, being printed 
on news stock, the style and make-up 
is a little different from any that have 
ever come to my notice. I have tried 
to give to the inside pages somewhat 
the effect of a half-page newspaper ad, 
with some lighter matter on outside 
pages. What do you think of this 
plan? 

The furniture house 
folders distributes 25,000 in 
contiguous to its store every 
and so far they have produced 
cellent results. 

If any readers of this valued pub- 
lication desire samples of these fold- 
ers, I will cheerfully send some upon 
receipt of request—and stamp. 

Yours very truly, 
(Signed) C. H. 


using these 
territory 

month, 
ex- 


SMITH, 





“Horan’s Bulletin,” the official 
name of the circular referred to, 
is a decidedly cheap looking af- 
fair, partly because it is printed 


on ordinary—very  ordinary— 
newspaper stock, and partly be- 
cause it is of that shade of blue 
which, in paper of this kind, ac- 
centuates its cheapness. Two or 
three cents more per pound 
would make but little difference 
in the cost of the 25,000 circulars, 
but would make a very material 
improvement in their appearance. 
Even a good shade of yellow, of 
the present quality of stock, 
would give more life to the cuts 
and make the type stand out 
more clearly. In typography, 
this bulletin is not at all attrac- 
tive. In one of the copies before 
me there are seven separate and 
distinct kinds of type, only four 
of which are even slightly re- 
lated. Very good use has been 
made of stock cuts, however, and 
the pages are well balanced, pro- 
ducing a certain symmetry which 
helps one to forget the ugly com- 
_ bination of. different type faces. 
The inside pages (two) consist 
of what amounts to a price list, 





with very brief descriptions and 
a few cuts, all held together bya 
good “talk” of a general char- 
acter at or near the top. The 
outside pages carry more illus- 
trations and, -because of more 
complete and attractive descrip- 
tions, are better calculated to 
create a desire for the goods 
shown. The general idea is 
good, but there is nothing new 
about it or the way it is carried 
out. Following are reprints of 
some of the descriptions and 
arguments : 


MY LADY’S. DESK. 

The husband probably has a desk in 
which to keep his private papers, and 
at which to attend to his correspond- 
ence. If the wife has the use of any 
part of it at all, it is very likely just 
one little pigeon hole in one corner. 
Why should she not have a desk for 
her exclusive use? She has papers 
and private correspondence that she 
would like to keep together. She 
could find any paper at a moment’s 
notice and have a very convenient 
place to write her letters, etc. Again 
we ask: Why not? 

The Ladies’ Parlor Desks that we 
are showing are regular beauties, They 
come in either golden oak or ma- 
hogany, matching either style of par- 
lor furniture. They will give any 
parlor a certain distinctive look and 
air of refinement. We have them in 
all grades from the cheapest to the 
very best that it is possible to manu- 
facture. Come in and look them over. 


HALL CLOCKS. 


One who is fortunate enough to 
have a large entrance hall in his resi- 
dence, needs a Hall Clock to give this 
important part of a house just the 
1 eded tone. One gets the first and 
most lasting impression from the en- 
trance to a home, so it is necessary 
tuat this should be furnished in as 
good taste as possible. We have a 
number of styles of Hall Clocks that 
we know will please you, some of 
them selling as low as $12. Just step 
in and see them on the street floor. 


MISSION FURNITURE. 

The Mission style of Furniture con- 
tinues to be very popular and_ the 
reason for it is not very hard to find. 
Its rich simplicity appeals to a large 
and growing class of people. Its free- 
dom from all the carvings and filigree 
work usually found on high grade fur- 
niture of other styles, makes it a very 
easy matter for the busy housewife to 
keep it clean and free from germs. A 
Library or Bachelor’s Den fitted up 
in this style is sure to be in the best 
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of taste. We cordially invite you to 
call and look over our attractive line 
ot this furniture. 


THE COZY CORNER. 

A home may _ be. artistically, taste- 
fully, and still inexpensively  fur- 
nished. One of the things that most 
give the home that indefinable air of 
refinement so much desired is the 
Cozy Corner. 

It takes very 





few furnishings to 
make a corner cozy, tasty and com- 
fortable. The principal article re- 
pie is of course the couch, and we 
have one just suited for this purpose. 
It has a steel frame, National Spring, 
=> is adjustable both ends, costing 
on 
7 with a good quality couch 
mattress, such as we sell for $2, a 
couch cover, a pair of portieres, and 
a pole complete the necessary articles, 
except those that everv home now has, 
such as pillows, bric-a-brac, etc. 

We have heavy portieres as low as 
$3.50, and couch covers from $1.50 up. 
Just step into the store some day and 
let us show you what we can do to- 
wards fitting up a Cozy Corner for 
you. You will be delighted with the 
comfort and appearance of one. 

Bunker Hill Day comes but once a 
year, but you will “find exceptional bar- 
gains in our store every day. An in- 
spection of our stock will prove it. 
Quality considered, we sell house fur- 
nishings the cheapest of any house in 
Boston. Old Home Week is coming. 
Make the home as comfortable as pos- 
sible for the home comers. We will 
help you do it. Give us the chance. 
You will never regret it. 





And, by the way, this is not at 
all the sort of folder to which I 
object. The folder that worries 
me is the one ,that has three, or 
four, or more folds, printed on 
both sides, and supposed to be 
read—well, I don’t know how it 
is supposed to be read, it’s such 
a confusing thing, and I think 
that most people only read the 
side that shows up first when it 
is unfolded. 


Definite. 
Post. 





From the Houston (Tex.) 


Rubber Tired 
Runabouts $75.00. 


with open head springs, 
genuine leather seat trim- 
mings, best quality cushions, 
rubber tired, dest proof 
axles, complete with shafts, 


75. 

These 
on display in 
building. 
MOSEH ant & KELLER 

COMPANY, 

Caroline Street, 
Tex. 


and many others 
our new 


to 211 
Houston, 


201 














All Right. 
Do You Get 
Pure, Clean Milk? 


You get nothing else from 
us. Pasteurization makes it 
as clean and pure as deep 
spring water. 

Did you ever stop to 
think about the old cans 
and half washed bottles in 
which milk is often deliver- 
ed? Not here, though, be- 
cause every bottle leaving 
our building is sterilized. 

la lade 

DAIRY by 
12-16 Freakin St., 
Auburn, N. Y. 








One of the Kind That is Easily Made 
Over to Fit Almost any Retail Line. 


Does It 
Concern You ? 


Are you particular about 
the por in you place upon 
your table? Do quality gro- | 
ceries mean anything to 
ou? 

If they do, you’ should 
know this store, the high 
grade goods we handle and 
the really saving prices at 
which we sell. 

Our catalogue and = our 
semi-monthly Store Bullctin 
are of great value to every 
housekeeper. 

Let us supply you 
one month, _ strictly 
trial”—we’re _ willing 
you put us to the test. 


HANSCOM’S 
734 Market Street, 
Philadelphia, Fa: 





for 
“on 
that 











Seldom Find a 
of the Value 
Utica (N. Y.) 


More Logical 
of Paint. 
Daily 


You 
Statement 
From the 
Press, 





Paint 


It rents houses— 

It keeps houses— 

It increases value— 

The man who keeps 
property in good repair sel- 


his 


house. 
the 


dom has a _ vacant 
Good paint enhances 
value of your property. 
When it is necessary to 
paint, don’t experiment. 
The best paint is the cheap- 
est in the long run, and the 
best kinds are here. 
Come_in and tell us what 
you need it for—we’il tell 
you the kind to buy. 
The Big Drug ‘and Paint 
ouse. 


JOHN H. SHEEHAN 


167 Genesee Street, 
Utes, NN. ¥. 


co., 
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or what amounts to a price 


11St,! in this style is sure to be in the best 
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From Detroit, Mich. there 
comes a 6xg mailing card of 
heavy white stock, bearing in red 
and blue an advertisement for 
Rosengarten & Co., which, like 
most ads of its kind, leaves alto- 
gether too much to the imagina- 
tion. It says a lot about clean- 
ing out light weight suitings and 
the words, “low priced clothes,” 
are printed in a glaring red, but 
nowhere in it is there a_ price. 
Not that the mere printing of a 
few figures preceded by a dollar 
mark would prove anything as to 
lowness of prices, but the old 
prices and the new, in plain fig- 
ures, or even the percentage of 
reduction would have been far 
more satisfactory. The wording 
is rather good, as shown by the 
reprint below; but the effect is 
not more than half as strong as 
it easily might have been with 
some striking comparisons of 
former and present prices to 
show that Rosengarten & Co. are 
really in earnest about “cleaning 
out”; 





AN ERRONEOUS’ IMPRESSION! 

Some people have gained the im- 
pression, because we are making up as 
fine a bunch of garments as can be 
procured anywhere in the land, that 
we must be “high priced tailors.” 
We're not! 

We sell clothes, good clothes, not 
our customers, and, just now, we are 
selling particularly low priced clothes. 
We want to clean out the remainder 
of our light weight suitings before the 
winter cloths arrive. Due to the tardi- 
ness of the season, we have sold al- 
most all of our gloomier colored goods. 
There remains a most comprehensive 
assortment of nice, light colored ef- 
fects to choose from. We have made 
it a rule never to carry over any nov- 
elty cloths. 


“A word to the wise,” they say, “is 
sufficient. If you would get wise to 
a good thing (speaking in the vernac- 
ular) drop in and see us _ to- _ 
Rosengarten & Co. are anxious to add 
your name to their long list of pleased, 
permanent patrons, and assure you 
that they will make a trial order for 
a suit to wear on your vacation worth 
your while. 75 is their number over 
on West Fort Street. 





A Whole Ad Given to the Subject of 


Cleanliness, and Wisely. From the 
Memphis (Mo.) Democrat. 





Soda Fountain 
Cleanliness. 


Did you ever drink soda 
at a fountain where glasses 
were foggy from cream left 
from: the Let soda served in 
them? 

Did you’ ever visit a 
fountain and find a row of 
soiled glasses and spoons or 
a wet sponge and towel be 
fore you? 

Did you ever accidentally 
place your elbow on a soda 
counter and have your 
sleeve stick to the marble? 

People who patronize our 
fountain are spared all such 
disagreeable things. We 
emphasize cleanliness and 
everything about our foun- 
tain whether in sight or out 
of sight is immaculate. 

You can bring your lady 
friends here with assurance 
that the beverages you treat 
them to will be -pure and 
delicious, that the service 
will be dainty, and_ that 
there’ll be nothing to mar 
their pleasure. 


D. R. BROWN, Druggist, 
West Side Square, 
Memphis, Mo. 


a Savings Bank. From the Pitts- 
urg (Pa.) Sun. 





Savings 
Talks No. 8. 


Industry—Frugality— 

Thrift— 

Happy the man who is 
born with these qualities— 

Happy also the man who 
acquires them— 

And they can be ac- 
quired— 

A savings account is a 
wonderful aid— 

few dollars saved 

makes one anxious to save 
more— 

Thrift becomes a habit— 

Comfort and _ independ- 
ence follow— 

Better begin to save to- 
day— 

4 per cent interest— 

Absolute safety— 

When your account is in 


THE UNION _ SAVINGS 
BANK, 


Frick Building, 
Pittsburg, Pa. 
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The ad reprinted below, which] 4 ,Good Music School Ad, from the 





-e ‘ Youngstown (O.) Telegram. 
was set within lines representing 
a fire-cracker, may convey the 
desired impression, but may also 
convey another not altogether 
desired. Quick lighting and free 
burning, desirable as they are in 
a fuel, are not for a moment to 
be compared with lasting and 
heat giving qualities. The fire- 
cracker cut and the phrase, “You 
can touch it off and it blazes 
away,” certainly suggest the im- 
mediate consumption of that 


which is so easily “touched off”: 





TOUCH IT OFF AND IT BLAZES 
AWAY! 
Spreading forth the glad news of free- 
dom and independence throughout the 
land. There’s another kind of fire- 
cracker in this vicinity, becoming 
somewhat famous through its “Blazing 
Away” gualities, and_ that’s 
“Jenuine Jellico” Coal. 

Like the Fourth of July fire-cracker, 
you can touch it off and it blazes away 
in your furnace, stove or grate, pro- 
ducing the comforts of a_well-heated 
home for thousands of housekeepers 
throughout this city. As the present 
condition of the coal market indicates 
an early advance, we advise you to 
place -your order with us for immedi- 
ate delivery at the present summer 
price of $14 for 100 bushels. 


JELLICO-LAUREL COAL AGENCY, 
(Incorporated), 
Office 10th and Broadway, 
R. A. Watson, Mgr. 





Here’s another which, while 
perhaps not as timely as the one 
preceding, is, to my mind, much 
better : 





THINK OF 
the brightest fire you ever saw. Think 
of the warmest fire you ever felt. 
Think. of the quickest fire that was 
ever built, and you'll think of 
“Jenuine Jellico’”’ Coal. 


Think—doesn’t it recall all these 


facts and’ many more? Think of 17° 


cents, the price last winter—think of 

14 cents, the price to-day, and think 

how long this price will remain. Think 

of any quantity—we can ‘supply it. 

Think of phone 288, and don't stop 

thinking until you stock up with 
The Best Fuel. 


JELLICO-LAUREL COAL AGENCY, 
(Incorporated), 
Office 1oth and Broadway, 
R. A. Watson, Mgr. 


Will You 
Send Your . 
Daughter Away 


this autumn to complete her 
musical education, or de- 
velop her budding talent? 
Here are three reasons why 
she should come to Cincin- 
nati—to the Ohio Conserva- 
tory of Music—one of the 
highest-class institutions of 
its kind in America: 

(1) The vital advantage, 
to her, of study under a 
faculty including teachers 
of national reputation in 
the various branches of in- 
strumental and _ vocal in- 
struction; also elocution 
and dramatic art. 

(2) The assurance, on 
your part, that she is fully 
safeguarded while living a 
comfortable and _ congenial 
homelife in a city noted for 
its atmosphere of musical 
culture. 

(3) For the coming sea- 
son, we are making an en- 
tirely new and_ exceptional- 
ly liberal tuition proposi- 
tion, both in our prepara- 
tory and = artists’ depart- 
ments, 

For full 
dress: 


MRS. E. C. GRANINGER, 


Directress Ohio Conserva- 
tory of Music, 


46 Seventh St., West., 
Cincinnati, O. 


particulars, ad- 





Confidence Inspiring. 











100 Farms Sold 


through my farm agency in 
seven years is. the honest 
evidence I offer to you that 
my methods are right. 

I require no payment in 
advance. I use my own 
money to advertise _ your 
property. I need more 
farms to complete the as- 
sortment for my new cata- 
logue, a copy of which will 
go to several thousand farm 
buyers everywhere. 

Now is the proper time to 
list your farm and get it 
well advertised by the time 
the fall buyers begin to 
come, 

Yours for business— 

Call at office, write or 
telephone. 


E. H. KISTLER, 
Office Directly Over Post- 
office, Warren, Ohio. 
30th Phones. Office Open 
Evenings. 
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THE ADVERTISER, 
OR THE AGENT, 


Who is going to prepare lists and esti- 
mates for the Fall campaign will find 
Rowell’s American Newspaper Di- 
rectory for 1907 a mighty handy, 
practical and economical assistant. 
4] Nearly 23,000 newspapers, magazines 
and periodicals revised to date. 4 If 
you estimate with Rowell’s Directory, 
you estimate on the safe side. .@ Send 
in your order NOW. 4 Every adver- 
tising agent—every. advertiser who 
spends as muchas five hundred dollars 
a year in general advertising—every 
maker of material and supplies used 
in a publisher's office—and every firm 
who has occasional use for a partial or 
a complete list of newspapers, class 
papers and magazines published in the 
United States or Canada—ought to 
buy a copy of this Directory. 






Cloth and gold; 1,560 pages. $10 net 


cash, sent prepaid. 





The Printers’ Ink Publishing 
Company, 


10 Spruce St., New York City. 
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